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Big Names pierce the night with 
JEFFERSON TRANSFORMERS 


The evidence of use by leaders is very favorable to Jefferson Sign 
Transformers. This acceptance is natural for Jefferson has been a 
pioneer since the very beginning of luminous tube lighting. The mid- 
point grounded balanced design and many other features that have 
made Neon sign lighting dependable and efficient have been the con- 
tributions of Jefferson Electric engineers. 



































Jefferson Transformers are made in various capacities and in outdoor 
and indoor types All data is included in our Bulletin 35LT-2—copy 
mailed free on request. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 


Luminous Tube 
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“Large Inside” 


—extra space for easy 
wiring. Simple mounting 
permits quick removal 
of switch mechanism. 


“Small Outside” 


—a compact case of 

machined cast iron, 

impervious to dust or 
weather. 


The NEW 
50,000 LINE 


in Dust-tight, 
Weather-proof Cases 


creates | vs 


“™” Sales Opportunities 


for ELECTRICAL DISTRIBUTORS 


® 


Here’s a direct lead to new sales—an ad- 
vanced switch design which meets existing 
needs more completely and effectively. 

Its originality of design, appearance and 
performance will arouse interest and in- 
quiry—and pave the way to orders where 
orders have been hard to get. 

The new Square D Switch, “50,000 
Series’ in Dust-Tight, Weather-Proof Case, 
is enclosed in a cast iron box which, like 
the standard boxes, is 
“Small Outside, Large 
SQUARET) | Inside.” It provides 


ELECTRICAL EQUIPMENT ample wiring space at 


ID | SQUARE FZ COMPANY 


SQUARE DF COMPANY 


SWITCH ANDO PANEL OIVISION 
OETROIT. MICHIGAN, U.S.a 





top, bottom, back and sides of switch. 
The switch itself is quickly and easily re- 
moved. 

Other features of this new 50,000 Series 
are: Type A construction, quick make and 
break, completely interlocked. Machined 
metal to metal surfaces replace gaskets and 
assure a sealed-tight closure. 

This new line is available immediately 
in 2 and 3 poles, 3 wire solid or switched 
neutral, 30 or 60 amperes, 250 or 575 volts. 
100 or 200 ampere sizes available shortly. 

Write for Bulletin 201, giving complete 
data. 








RASWITCH AND PANEL DIVISION 
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A “New Deal” for Appliances 


with the Tennessee Valley Authority 

place an entirely new significance upon 
the Administration’s national power pro- 
gram. They appear to offer less cause for 
fear lest the Administration seek to eventu- 
ally operate our private utilities. 

It now becomes apparent that TVA is to 
be a laboratory in which radically new ideas 
will be worked out for furthering the electri- 
fication of our homes and farms—ideas that, 
when and as they prove successful, can be 
adopted by the private utility companies. 

David E. Lilienthal, director of TVA, 
points out that we already have a surplus 
of generating capacity and that, with the 
completion of Cove Creek, Boulder Dam, 
Grand Coulee and other projects, the coun- 
try will face the problem of utilizing a tre- 
mendous surplus supply of electricity. 
Homes and farms, he claims, provide the 
two inass markets capable of consuming this 
excess capacity. 

High rates, the Authority contends, are 
responsible for the low current consumption 
of the average American home, only 50 kwh. 
per month, as against 150 kwh. in the prov- 
ince of Ontario. It has always been the prac- 
tice of the utilities to build their load first and 
reduce rates afterwards. The TVA proposes 
to reverse this process. It contends that, in 
order to utilize our surplus power, we must 
start with rates sufficiently low to make it 
possible to build load rapidly. Its policy is 
indicated by a contract signed with Tupelo, 
Miss., which provides for a domestic rate of 
three cents for the first 50 kwh. or less and 
permits that town to impose “developmental 
surcharges” on commercial and industrial 
customers to make up any deficit incurred 
by this low domestic rate. 

With low domestic and farm rates estab- 
lished, the next step proposed by the Admin- 
istration is the mass distribution of appli- 
ances. To this end the Electrical Home and 


RQ Sith developments in connection 





Farm Authority (EHFA) has been set up 
as a subsidiary of the TVA. It will promote 
the sales of appliances through dealers in 
the seven Tennessee Valley States. Ten mil- 
lions of RFC funds have been set aside for 
financing dealers’ appliance sales. Payments 
may be extended over four years. 

Mr. Lilienthal has already approached the 
appliance manufacturers through NEMA. 
His immediate objective is to make available 
at once to Tennessee Valley consumers, elec- 
tric refrigerators, irons, washers, ranges, 
toasters, farm power units, etc., chosen from 
the cheaper stock lines. Later, he hopes, 
manufacturers will develop special designs 
which, under mass production, can be sold 
at lower prices. 


WHILE these new and radical policies 
will undoubtedly prove a tremendous 
stimulus to appliance sales in the territory 
affected, they promise to reach much fur- 
ther. They set a new precedent whereby 
private utilities can temporarily serve do- 
mestic and farm users at a loss in order to 
secure the large increase in energy consump- 
tion necessary to obtain a profit from the 
proposed low rates. This precedent, if ap- 
proved by the various state utility commis- 
sions, may lead to the widespread adoption 
of the Administration’s power program by 
the private utilities. If this occurs, we shall 
enter an era of mass distribution of appliances 
in which the wholesaler should play a vital part. 
Any plans developed between the TVA 
and the appliance manufacturers should pro- 
vide for the fullest use of the sales, ware- 
house, service and credit facilities of the 
wholesaler. Electrical wholesalers, fortu- 
nately, have a national association fully 
capable of protecting and promoting their 
interests and of maintaining close contacts 
with both TVA and the manufacturers. 
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How 


GENERAL 


ELECT SIC 


is helping you 
and your dealers 
to sell more 


Your Customers Look 
for this mark 











lamps 





Which has stood the 
DEPRESSION TEST BEST? 


THINK over all the items 
in your dealers’ stocks. Which one has 
stood up among the best in market, sales 
and profits throughout the depression? 
And which incandescent lamps have been 
advertised consistently and in undimin- 
ished volume throughout the depression? 
Two questions, but only one answer: Mazpa 
lamps of General Electric manufacture. 


In good times and bad, General Electric 
helps you and your dealers to sell with 
its powerful, continuous advertising. 
300,000,000 advertising messages on 
Mazpa lamps of General Electric manu- 
facture will appear in 1934. They will 
carry the General Electric story of ‘‘Good 
Light at Low Cost’’ to every wired home 
in the nation; more important for you, 


to every wired home in your territory. 
Your dealers can ‘‘sign their names’”’ to 
this advertising—and profit by the sales 
it makes in their communities — by fol- 
lowing the three simple suggestions 
below. General Electric Company, Nela 
Park, Cleveland, Ohio. 





Tell Your Dealers to do These Three 
Things and You and They Will 
Both Sell More Lamps 
1. Put in the General Electric MAZDA lamp display 

every time they receive it. 


2. Take a current magazine advertisement and 
build a massed display of General Electric 
MAZDA lamps around it. 


3. Ask people to buy. Every home needs more 
and higher wattage lamps. 











GENERAL @ ELECTRIC 
MAZDA LAMPS 
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Dealers Need Sales Leadership 
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And the salesman of the wholesaler is the logical man 
to provide that leadership for the dealers in his territory 


By DAVID R. OSBORNE 


Sales Training Director 
Studebaker Sales Corp. of America 


EARLY every business man is faced with the 

necessity of greatly increasing his proportion of 

the total available business. Only those sales 
managers—both wholesale and retail—who supply a vig- 
orous, intelligent type of leadership for their salesmen 
are going to come into their own as business gets back 
into its normal stride. 

All over the country there is a liberal sprinkling of 
electrical sales organizations thus generaled which are 
selling rings around their competition. Many of them 
are obtaining profitable orders from sources which some 
of their colleagues think “don’t pay’. What is the point 
of view of the sales executives and the wholesalers’ 
salesmen who are finding this pay dirt? 

It seems to me that fundamentally retail salesmen are 
much the same as they were before this unpleasant state 
of affairs that we refer to as “present conditions”. Cer- 
tainly no one has any monopoly of the supply of good 
producers. 

- Also, nearly all manufacturers are changing their prod- 
ucts to fit a new conception of value so that competition, 
while keener than it used to be, has changed very little 
basically. Anyway, nobody has any monopoly of the 
engineering or manufacturing brains. 

Moreover, the average buyer has not changed, except 
for his actual or feared shortage of money and a con- 
sequent tendency to choose more carefully. He is slowly 
but surely coming out of his state of panic. 

The important factor that makes it possible for one 
sales organization to go ahead while the other stands 
still is true leadership. The new competition is in the 
quality of sales management, just as much as in the 


product—and the wholesale repre- 
sentative is the sales manager—the 
sales leader—for the dealers in his 
territory. 

In many cases retail sales organi- 
zations which were in the background a year or so ago 
are coming out in front because the wholesale man in 
that territory has changed his pace. In other cases sales- 
men—yes, and dealers, too—who had been waiting for 
the upturn in business to bring automatic prosperity, are 
now showing their speed under the influence of a new 
leader. 

Meantime, many an old-time retail sales manager 
whose sole sales code has consisted mainly of “wearing 
‘em down”, or of horse-trading and chiseling with such 
prospective buyers as turned up of their own accord, 
has been showing signs of acute distress. 

Without a fountainhead of courage in the dealer's 
sales management—without constant and _ intelligent 
direction and training—almost any group of retail sales- 
men is going to “take it lying down” when the going is 
tough. With intelligent and aggressive leadership, how- 
ever, many sales organizations are today going places 
and doing things. 

When the sales analyst of the future studies the sales 
charts of 1934 he may or may not find many basic 
changes from the juicy pre-depression years, but one 
factor is sure to be constant: Wherever he finds a 
courageous, fighting sales group he will find a sales 
manager or a general manager or a wholesaler’s sales- 
man—or all three—who were putting everything they 
had into accepting and discharging in full the responsi- 
bilities of leadership. 

Exhorting, or driving, or pleading with salesmen 
won't get very far in the face of present-day competition 
—unless the sales manager is also able to show his men 
specifically where they need improvement, and how to do 
the better job required. And—unfortunately—there is 
many a sales manager who will not recognize this re- 
sponsibility unless (or until) the wholesaler’s represen- 
tative in that territory helps him to work out a specific - 
training plan—and also helps him put that plan into 
effect. 








Large Air Conditioning Jobs 
Sold by Washington Wholesaler 


The National Electrical Supply Co. has separate department for air 
conditioning. Salesmen receive intensive training. Majority of instal- 
lations are of commercial type. Home market is developing rapidly 


in the electrical wholesaling field, 

the National Electrical Supply 
Co., of Washington, D. C., recently extended its scope of 
operations by taking on the Carrier line of air condition- 
ing equipment. Several noteworthy installations have 
already been sold, including the main dining room of the 
Ambassador Hotel, the funeral parlors of S. H. Hines, 
Ewart’s Cafeteria and Dikeman’s Restaurant. 

A separate air conditioning department has been set up 
to handle this business. It includes sales, engineering and 
installation divisions, each functioning as a separate unit 
and all cooperating closely to form a smoothly running 
department. Six salesmen are employed, also two engi- 
neers who prepare estimates and layouts while a separate 
force takes care of the actual work of installation. A 
display room has been arranged on the first floor where 
eight separate types of air conditioning equipment are set 
up for demonstration to prospective customers. 

“The majority of the installations which we have sold 
thus far,” reports E. S. DeWitt, supervisor of the air 
conditioning department, “have been in stores, restaur- 
ants, beauty parlors and other commercial establishments. 
Office buildings, we believe, also offer us a promising field. 
In order to hold their tenants, older buildings will be com- 
pelled to modernize and this modernization, in many cases, 
will include air conditioning. While most building super- 
intendents hesitate to make capital expenditures under 
present conditions, they 
realize that sooner or 
later they will have to 
spend the money neces- 
sary to bring their build- 
ings up to date if they are 
to avoid losses due to 
partial occupancy. 

“In the commercial 
field, air conditioning is 
coming to be recognized 
as a distinct business 
building factor. Mer- 
chants are learning that 
the person who enters an 
air conditioned establish- 
ment in the summer time 
will come back again, 
while if he is greeted with 
foul air and an uncom- 
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By FRED E. KUNKEL 





Compressors and air conditioning equipment installed in basement 
of Ewart's Cafeteria 


fortable temperature he will avoid that 
business house in the future. Then, too, 
on a hot day, the cool interior of the store 
or office will induce the customer to stay longer and, con- 
sequently, to purchase more. Furthermore, air condition- 
ing helps considerably to remove the tension of both sales 
people and customers caused by excessive humidity and 
high temperatures. 

“While the majority of our installations at present are 
of the business type, the home market is developing rap- 
idly. The time is not far distant when year round air 
conditioning of the home will become commonplace rather 
than unusual. The public is coming to realize the impor- 
tance of dehumidified and cool air in the summer and of 
humidified warm air in the winter. Furthermore, it is 
becoming a common practice for members of the medical 
profession to recommend to patients afflicted with colds, 
that they adopt some form of humidification in their 
homes during the winter months. 

“Although we look for very little new residential con- 
struction in the immediate future, we do believe there is 
a tremendous market for the installation of air condition- 
ing equipment in existing homes, especially those which 
are equipped with hot air furnaces where the existing 
ducts can be readily utilized for the circulation of prop- 
erly conditioned air. In houses not having hot air furnaces 
the first floor can be handled readily and sometimes one 
or more of the upstairs rooms by the installation of the 
necessary air ducts.” 

In promoting sales of 
air conditioning equip- 
ment, the National Elec- 
trical Supply Co. uses 
both newspaper and 
direct mail advertising. 
Whenever a new instal- 
lation is made there is a 
joint tie-up in the news- 
papers with the concern 
which has purchased the 
equipment. Occasionally, 
just publicity copy is used 
to announce the fact that 
the company is selling air 
conditioning equipment, 

“While our newspaper 
advertising brings tele- 
phone inquiries and per- 
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sonal calls at our display room, we nevertheless have to 
go out and dig up sales,” says Mr. DeWitt. “When- 
ever we advertise, however, we notice a greater number 
of calls on the telephone and more people dropping in to 
look at our equipment. However, many of these are curi- 
osity seekers, or people who wonder what the price range 
is going to be for an installation. 

‘We also use direct mail, mostly letters with circulars 
enclosed. For this mailing list we select professional 
men, such as lawyers, doctors, dentists and other pros- 
pects for small office installations. 

“Office, or room cooling equipment, is of growing 
importance and we are getting into that more and more. 
It is going to be a big field, and these installations are 
more or less standardized. For instance, one man put 
air conditioning equipment into his library and liked it so 
much that he slept there in hot weather and also had his 
meals served in that room instead of in the dining room. 
On hot mornings, when his business office would be 
uncomfortable, he works in the air conditioned library 
instead, unhampered 
by the sizzling temper- 
ature outside. 

“We have also made 
quite a few bedroom 
installations of single 
units where the pur- 
chaser believed that a 
good night’s sleep was 
well worth the cost of 
installation. These 
units circulate outside 
air properly cooled 
and dehumidified. We 
have made any number 
of installations in li- 
braries or dens and 
bedrooms, and some 
living rooms, 

“Particularly note- 
worthy are small office installations. Take the high priced 
doctor or dentist, for example. His time is very valuable 
and runs into many dollars per minute. If air condition- 
ing will enable him to take care of a larger number of 
patients with greater efficiency and much less discomfort 
on the part of both, he will be well repaid for his 
investment. 

“The cost can be spread out over a period of years. 
While he has a substantial investment, the initial cost is 
split up so that he really is only spending a small outlay 
each year to obtain comfortable working conditions. 

“The doctor or dentist realizes full well the annoyance 
caused by humidity in the air and knows that proper 
working conditions react favorably on his patients as 
well as himself. He appreciates full well the difficulty of 
working in the summer time without opening his collar 
and constantly mopping his brow while working on a case. 
Air conditioning enables him to work under ideal 
weather conditions with all his faculties functioning at 
their best. 

“The same results have been obtained time and time 
again in other lines of business. Take, for instance, stock 
and bond houses where the clerks are usually housed away 
in a remote corner of the establishment. The installation 
of comfortable working conditions results in fewer errors 
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Floor view of Ewart's Cafeteria showing inconspicuous, no-draft 
grill outlets 





being made and the office force can turn out a far greater 
amount of efficient work. And, of course, board meeting 
rooms should always be air conditioned because patrons, 
placed in a cool, comfortable atmosphere, are inclined 
to stay longer and, consequently, to transact more business. 


"| N building our sales staff, we have tried to get men who 
have handled heating or who know something about 
refrigeration, and we build up from that point if we can. 
Most of our salesmen are graduate engineers, or men 
who have had some mechanical training ; the sort of men 
who can meet the type of purchaser that we have and 
can inspire confidence in themselves; men who can dem- 
onstrate that they know what they are talking about. 

“We hold instruction classes for these men and give 
them a thorough training. We first teach them what the 
equipment will do and how it should be properly applied, 
together with its sales advantages. Then we have a 
review of what has been gone over in previous periods. 
We continue this school for six weeks with two hour 
sessions every day for 
the first week, then 
three times a week, 
then twice a week. We 
also hold a meeting 
every morning for at 
least half an hour 
where we have a round 
table discussion of 
the various problems 
which come up from 
day to day. 

“Our salesmen are 
taught to show pro- 
spective customers that 
the price is reasonable, 
the design of the 
equipment is right, and 
that they can safely 
depend upon us to 
give them a most satisfactory installation. 

“The biggest problem which we have to overcome is 
the tendency on the part of the prospect to put off the 
purchase. So we hammer home to the salesmen the idea 
of giving a man equipment which is properly designed, 
properly installed and properly figured to do the job right. 
That is the first thing. The next is to give him that 
equipment at a reasonable figure. There is some equip- 
ment on the market which does not do a good job of air 
conditioning according to our standards. We have to 
demonstrate the difference and why the prospect should 
pay more to get a real air conditioning installation. 

“Our office card record system is very simple. We 
maintain a customer card file and a prospect file. We have 
a card index set of call cards that the salesmen turn in 
every day, which are filed under their calls. Whenever 
we uncover a prospect, we make out a card, give it to a 
salesman and set the time for him to make that call. After 
that, it is merely a matter of systematic follow-up and of 
constant plugging until the sale is made. 

“Needless to say, our salesmen are most enthusiastic 
about the bright prospects ahead, both for air conditioning 
and for themselves. In the relatively short time that 
they have been selling this equipment they have come to 
a full realization of its tremendous sales possibilities.” 











As he enters the door the customer is faced with displays 
on all sides, as well as overhead. This aisle leads from the 


front entrance to the counter. The table at the left is 

used for "'specials.'' The counter is provided with a drop 

shutter which prevents access to the warehouse after 
closing hours 


This display case may also be seen in the view at the 

left. It was specially designed to fit the available wall 

space and is used to display clocks, small appliances and 

specialties. At the right of this case is the entrance to 

the major appliance and fixture display room shown in 
the picture below 


There Are Displays on All Sides 


at the 


Sprague Electrical Supply Co., 
Waterbury, Conn. 


As he turns to leave the counter, the customer finds 
himself still confronted with displays. On either side of 
the front entrance are panels showing wiring materials 
and wall brackets. The door mat in the lower left corner 


is at the entrance to the display room shown in the illus- 
tration at the right 





W 


Because the show window forms one side of this room, the 

entire display of large appliances, ceiling fixtures and wall 

brackets may be seen from the street during the evening 

as well as during business hours. This arrangement has 

proven far more effective than the usual shallow display 
window 
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Westinghouse-Kroger 
Cooking Schools 


Break all attendance records; develop live pros- 
pects for ranges, refrigerators and appliances. 
Itinerary extends over 35 weeks, includes 35 cities 


by the Kroger and Westinghouse companies have 

already broken all records for attendance. To 
date they have brought in to the participating dealers 
lists of live prospects which it would have been prac- 
tically impossible to obtain from other media. 

Although a complete sales promotion plan was set 
up well in advance, the spontaneous enthusiasm and 
backing of the distributors and dealers in those cities 
where the schools are held has been very largely re- 
sponsible for their success. The first school was held 
in Madison, Wis., in September and the complete 
schedule, which extends through May, includes 35 cities. 

Two special representatives, one from each of the 
participating organizations, travel two weeks in ad- 
vance of each school. These two men work with the 
local distributor in lining up his dealer organizations 
so that the city becomes “cooking school conscious” by 
the time the school arrives. Special displays and 
placards have been designed for use in window dis- 
plays and dealers are provided with “handouts” to 
inform their customers of the approaching date. By 
controlling or issuing these dealer displays from head- 
quarters a uniform “message” is given in each city. 

With the schools only about half through their sched- 
uled routine the results have exceeded the expectations 
of a majority of the dealers. Usually participating in 
local affairs, with little national backing, the ordinary 
cooking school has never been entirely satisfactory 
either to the appliance distributor or to the average 
dealer. For this reason many dealers were somewhat 
skeptical about cooperating with the proposed Kroger- 
Westinghouse schools until they felt the interest of the 
townswomen as reflected through actual sales. 

It is also interesting to note that, where the greatest 
amount of dealer cooperation has been extended, the 
largest number of sales have resulted. One Westing- 
house dealer traced the sale of some 20 refrigerators 
as a result of his active participation in advertising 
that HE was a Westinghouse dealer, and was affiliated 
with the company giving the school. 

Displays are not limited to refrigeration, but em- 
brace the complete line of Westinghouse merchandise 
for the home. Many utilities feature ranges in their 
windows, while some of the smaller dealers make a 
special showing of small appliances during the period 
of the cooking school. 

As a result of the cooperation given the dealer by 
his local distributor and by the manufacturer, and be- 
cause of the unexpectedly large number of actual sales 
in the cities already covered, dealers are voluntarily 
cooperating to an extent far exceeding the hopes of the 
sponsors of these schools. 
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Te all-electric cooking schools being sponsored 














On the third day of the Muncie, Ind., school this crowd 
gathered outside the Masonic Temple 





The traveling troupe which conducts the schools, with 
their 24 foot equipment truck 


on —oroeninn ere 


Crowds attending the Indianapolis school taxed the seat- 
ing capacity of the large auditorium in the Muxat Temple 
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A typical lobby display, in the foyer of tne Civic Audi- 
torium at Grand Rapids, featuring free offer of foods 
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Thirty Wholesalers Report Their 
Sales to Appliance Dealers 


Size of local appliance market, number and type of dealers sold to, fastest selling items 
and sales promotional activities are reported to the Electrical Merchandising Joint 
Committee, which suggests more careful study of individual lines and customers 


appliances is through the electrical wholesaler, who 

usually carries a complete line of all electrical goods. 
However, we find many electrical specialty distributors 
who specialize in the distribution of appliances which 
are sold to household consumers. 

Most new products which are being placed on the mar- 
ket are distributed through wholesalers due to the sales 
force which they already have established and because 
of the contact with retailers afforded by them. If the 
manufacturer attempts to contact all small appliance 
dealers without the use of wholesalers his cost will be too 
great. According to a survey by Electrical Merchandis- 
ing, the average cost for cultivating a dealer is $31.23 
a year. 

The electrical wholesaler who specializes in the dis- 
tribution of appliances is considered one of the best 
wholesale outlets for these products. His salesmen have 
specialized training and are better equipped to show the 
real value of the appliance. Specialty disrtibutors are 
interested in selling one class of products, consequently 
attention is focused on the sale of appliances. In many 
cases it is necessary for the wholesaler to perform the 
servicing function, and the electrical specialty distributor 
is best equipped for performing this function. Electrical 
wholesalers handling all kinds of electrical goods without 
a separate department for appliances have a tendency to 
push the goods in which the sales force has a particular 
interest. 

Approximately 30 wholesalers of electrical appliances 
and supplies cooperated with the Electrical Merchandis- 
ing Joint Committee in the preparation of its report, 
Merchandising Elecrtical Appliances, by supplying in- 
formation dealing with their merchandising operations. 

According to these reports the number of retailers 
comprising the wholesaler’s market ranges from 25 to 
7000 with an average of 1034. Of this number from 10 
to 1300 or an average of 247 are regularly sold to. The 
number of dealers sold to expressed as a per cent of 
dealers comprising the market ranges from 10 to 75. 
If all dealers comprising the market are solicited regu- 
larly, it might suggest a high selling cost, or, where a 
high per cent of dealers comprising the market are regu- 
larly sold to, a more effective cultivation of the market 
would probably follow. It would seem (with but few 
exceptions) that a total market of less than 1000 retailers 
insures a more effective cultivation. When analyzed with 
reports showing the average order per retailer, these 
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figures would no doubt emphasize the need for selective 
selling. 

Average sales per retailer based on 16 reports are as 
follows: 


$10,000 $2,500 $1,080 $696 
7,300 1,550 800 660 
5,038 1,500 800 620 
3,600 1,400 769 304 


These figures are probably high because they are based 
on sales by number of dealers regularly sold to. 

The distribution of wholesale sales by kind of outlet 
is given in the accompanying table. The figures are those 
from 18 concerns who reported in dollar sales. Based 
on all reports, electrical dealers and contractor dealers 
ranked first ; radio and music stores ranked second; utili- 
ties, third; and department stores, fourth. 

As might be expected, electrical dealers and contractor 
dealers rank highest in electrical supplies followed by 
utilities, hardware stores, and department stores. Indus- 
trial concerns, also, purchase large quantities of supplies 
from wholesalers, but their purchases are not intended 
for resale. The department store’s interest in electrical 
supplies is of recent origin and wholesalers’ sales of elec- 
trical supplies to department stores suggest the depart- 
ment store as a contender for the electrical supply business. 

In analyzing sales by kind of outlet of wholesalers, 
whose major business is in refrigerators, radios and other 
appliances, radio and music dealers ranked first, elec- 
trical dealers and contractor dealers second, department 
stores third, furniture stores fourth, hardware stores 
fifth, and utilities sixth. 

These figures indicate that the wholesaler is an impor- 
tant factor in electrical supplies and equipment, radios 
and small appliances. He serves a wide variety of retail- 
ers and makes a large number of sales direct to indus- 
tries. A relatively small percentage of sales is made 
direct to consumers. 


IXTEEN out of 19 wholesale concerns reported 90 per 
cent or more of sales to independent retailers, but 
only one wholesale concern reported as high as 20 per 
cent of sales to chain stores. Six concerns reported 
ownership or reported retail outlets. Apparently the 
wholesaler is not interested in entering the retail busi- 
ness. Ten wholesale concerns stated that they sold at 
retail. The percentage of their total sales made at retail 
varied from two per cent to 50 per cent. 
In summary, eight wholesale concerns were selling to 
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10 or more different kinds of retailers, 14 to six or more, 
and 12 to five or less. 

Wholesalers reported fast selling items as follows: food 
mixers, refrigerators, small appliances such as toasters 
and percolators, ranked first with radios, washers, fans 
and heating appliances second. Where brands were given 
they were generally well-known national brands. 

New lines to be added showed that concerns whose 
major business was in small appliances were adding 
major appliances and that concerns whose major busi- 
ness was in large appliances were adding small appliances. 
This reflects a tendency for the electrical wholesaler to 
carry a general line of electrical appliances. There 
were a number of concerns announcing new additions 
in electrical clocks and vacuum cleaners, and many 
concerns, whose major business was in supplies and 
equipment, reported they were adding new lines of 
household appliances. 


Wholesalers are 





and effort”—“Advertising allowance based on so much per 
unit sales, as for example, $2.50 on a washing machine.” 


* geemebl mail advertising to dealers is most important, 
accounting for 50 and 60 per cent of the wholesaler’s 
advertising. Newspapers rank second with 28 per cent, 
and direct mail to consumers third with 10 per cent; 
outdoor and radio were 5 and 1 per cent respectively, 
with only one wholesaler reporting radio advertising. 

In developing this analysis of percentage of wholesalers 
advertising by media only 11 reports were usable. In re- 
ports where definite percentages were not given, accom- 
panying statements indicated the use of various media. 
In these statements direct mail, trade papers, general maga- 
zines, and other media were mentioned as major media. 

The use of the exclusive agency is becoming more 
important. Wholesalers want protected territories on 
specialized lines such 
as electrical appliances. 
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are: refrigerators, 
radios, washing ma- 
chines, sewing ma- 
chines, ironers, and 
vacuum cleaners. Several concerns use demonstrators in 
retail stores for household laundering machines, sewing 
machines, food mixers, refrigerators, and practically all 
large appliances. In some cases a flat charge was made 
for the service of demonstrators. 

Thirteen wholesalers indicate they paid a portion of the 
retailers advertising. The appliances on which this allow- 
ance is granted are: refrigerators, radios, washers, iron- 
ers, vacuum cleaners, ranges, and sewing machines. The 
determination of this allowance varies, although certain 
general policies are noted. For example: “Wholesalers 
pay one-third of retailers advertising of refrigerators 
and one-half of retailers’ advertising on washers”—“An 
advertising allowance of five per cent on purchases’”— 
“On a 50-50 basis not to exceed two per cent of net 
purchases” —“Advertising allowance based on percentage 
of retail sales” —“‘Advertising allowance based on volume 





*Abstracted from Merchandising Electrical Appliances, 
through the courtesy of the Electrical Merchandising Joint 
Committee, 225 West 34th St., New York City. 
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Wholesalers’ appliance sales by types of dealers 


both manufacturers 
and retailers. 

3. As sales increase 
total expenses as a per cent of net sales decrease. An 
exception to this is sales of wholesale concerns whose 
annual business is less than $50,000. 

4. Electrical wholesalers will continue to play an im- 
portant part in electrical appliance distribution, as indi- 
cated by their willingness to participate in cooperative 
and coordinated merchandising efforts. 

5. There is need for more careful analysis of sales by 
lines and major items. Many items are sold at a loss 
without knowledge of the wholesaler. 

6. The possibility of closer coordination of manufac- 
turer and wholesalers selling efforts, and closer coopera- 
tion between manufacturers and wholesalers will no 
doubt enhance the position of the wholesaler. 

7. Electrical wholesalers for the most part are granted 
exclusive agencies by manufacturers of nationally branded 
merchandise. 

8. Wholesalers in general seem to be expanding their 
lines in order to encompass the general lines of electrical 
appliances, 

















Facing a circular pond at Nela Park, the Institute houses Entrance to the Institute's All-Electrical Home 
a multitude of new features pertaining to electric lighting 
and electric kitchen appliances 


New General Electric 
Institute 


at Nela Park 


formerly opened on 
December 22 





Close-up of illuminated modern book- 9 
case in the living room of the All-Elec- 
trical Home 








Living room of the All-Electrical Home View of Modern Store Interior 
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The DeLuxe Kitchen is equipped with air conditioning, Another corner of the DeLuxe kitchen showing kitchen 
radio, recessed lighting, planning desk, dinette and buffet planning desk, buffet bar and alcove dinette or breakfast 
bar nook 


ANY notables of the electrical industry as well as a number of those 
M prominent in home economics and allied fields attended the dedi- 
cation ceremonies of the new General Electric Institute at Nela Park, 
Cleveland, Ohio, on December 22. 


Combining the facilities and functions of the former Kitchen and Lighting 
Institutes, the new Institute houses a multitude of new features and services. 
Designed largely as a testing and proving ground, the Institute is so staffed 
and equipped as to lend itself with equal facility to a few hours’ tour of 
inspection or an intensive course of study. Besides serving as a demon- 
stration and testing laboratory for new advances in lighting and home 
management through the use of electrical servants, it functions as a clear- 
ing house for authoritative information and helpful advice, as well as a 
training school for the sales representatives and those others who become 
service directors and workers for dealers, distributors and public utilities. 
The new General Electric Institute is under the co-directorship of L. C. 
Kent and Paul H. Dow. 





The one man bar in one corner of 

the DeLuxe Kitchen has storage 

cabinets, sink and electric refriger- 
ator 





The kitchen classroom where expert home economists dis- The electric appliances in the Provincial Kitchen have Old 


cuss and demonstrate electric cookery. Hundreds of World surroundings. At one end is the open fireplace 
salesmen, dealers, home economists and others will receive with its antique andirons and Dutch oven, its pine writing 
instruction here desk and chair 
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Men You Should Know 


TITUS B. SCHMID 


President, Crescent Electric Supply Co., 


Dubuque, la. 


S he himself expresses it, it was 

purely “happenstance” that led 

Titus Schmid into the electrical 

supply business. Nothing could have 

been further from the sale of knobs 

and tubes than his early training in 

law and his first business venture in 
the real estate field. 

His real estate dealings started when 
he was just a youngster still going 
to school. Next door to him in 
Dubuque lived a minister. This min- 
ister had an old school mate who 
was then a missionary in Saskatche- 
wan and this was the time when the 
big land boom was on in western 
Canada. 

Unbeknown to his father, for fear 
his allowance would be reduced, young 
Titus saved a few dollars each month 
and when he had accumulated $600 
he invested it, through his neighbor’s 
missionary friend, in Canadian land. 
This deal netted him $1,000 clear 
profit in a single year which was a lot 
of money for a mere schoolboy. 

We next find young Schmid in Mil- 
waukee studying law at Marquette 
University. Social activities (he was 
a member of the Junior Prom Com- 
mittee) made serious inroads on his 
slender capital and then, too, his big 
desire was to complete his college 
career at Harvard. 

So Schmid, then only 19, together 
with six ministers, organized a land 
company of which he was elected sec- 
retary-treasurer and then he pro- 
ceeded to go east to Cambridge. 

Just before the close of his first 
vear there he received a wire sum- 
moning him to Canada immediately to 
look after the interests of the land 
company. In spite of the protests of 
the dean, he abandoned college and 
went to Saskatoon, where he pro- 
ceeded to accumulate for himself 
$17,000 in a year and a half. Then 
England entered the World War, the 
bottom dropped out of the land boom, 
and Schmid, his capital greatly dimin- 
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ished, returned to his 
home town, Dubuque. 

He had a hankering 
for a banking career 
which he confided to a 
close friend who was 
cashier in a Dubuque 
bank. It happened there 
was an electrical con- 
tractor in town who was 
thoroughly honest and a 
good wireman, but who 
was not a good business 
man from this banker’s 
point of view. The 
banker saw in this man 
and Schmid a well bal- 
anced team and was 
instrumental in bringing the two to- 
gether in a partnership. Schmid went 
out after business and kept the books, 
leaving the actual estimating and in- 
stallation to his honest partner. It 
wasn’t long before Schmid saw the 
need for an electrical supply house in 
the Dubuque territory, so he sold his 
interest in the wiring business and, 
together with Tom Kelley who was 
then traveling the river towns for the 
Central Electric Co., he founded the 
Crescent Electric Co. 

The new house opened April 15, 
1919, with a total force of four; 
Schmid, Kelley, a stenographer and a 
warehouse man. From the start the 
history of the company has been one 
of steady growth. 


else. 


—— it increasingly difficult to 
cover the Wisconsin territory out 
of Dubuque, the supply business of 
the Taylor Electric Co., Madison, was 
purchased in 1923, the Taylor com- 
pany retaining its radio business. W. 
R. Muehl, Mr. Taylor’s electrical 
manager, took charge of the new 
house and is still its manager. 

The next expansion was to the 
south where the Tri City Electric Co. 
of Davenport was in financial difficul- 
ties. Schmid purchased it for only its 


promoter. 
and enjoys golf and bowling but would 
rather be in his office than anywhere 


Five Independent Houses 


Entered electrical field after colorful 
career as law student and real estate 


He is an ardent Rotarian 


It is here, where he guides and 


counsels his branch managers, that he 
gets his real thrills out of life 


liabilities and Tom Kelley moved back 
to Davenport as manager of this 
branch, 


. following year, through the 
advice of Schmid’s close friend, 
George Seabury of the Midwest Elec- 
tric Co., the Crescent Electric Co. 
became a distributor for the General 
Electric Co. and today it is still an 
independent G. E. distributor. 

In 1927 a new house was opened in 
Burlington and C. A. McMullen, 
leading salesman of the Madison 
branch, was promoted to be manager. 
The last acquisition was the Valley 
Electric Co. of Quincy which was pur- 
chased from F. H. Schmit in 1930. 
Mr. Schmit is now traveling the 
Quincy territory for Crescent. A. J. 
Kiles, the first salesman to be em- 
ployed by Mr. Schmid, is now man- 
ager of the Dubuque house. 

Each house is incorporated as a 
separate company with a holding com- 
pany, the Crescent General Corp., in 
control. Schmid believes in giving 
each local manager full responsibility 
for the conduct of his own house and 
in having him share liberally in its 
profits. In this way he secures the 
advantages of individual initiative in 
each house in his chain. 
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Finding it difficult in the smaller 
towns to sell hardware stores and 
other non-electrical outlets and still 
keep the good will of his contractor 
customers, Schmid decided to reach 
these other dealers through hardware 
channels. Hence the Madison (Wis. ) 
Hardware Co. was purchased in 1927. 
This new acquisition pushed electrical 
items among its hardware customers 
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TITUS B. SCHMID 


and also went after the tool and other 
hardware business of the electrical 
contractors. Discouraged by the com- 
petition of hardware manufacturers 
who sold large retailers direct, Mr. 
Schmid decided to withdraw from the 
hardware field and sold out this com- 
pany three years later. 

As chairman of the Iowa Jobbers 
Club, Mr. Schmid has made the ex- 
change of credit information and the 
tightening of credit extensions the 
leading objective of this group. He 
says: “We must become more mind- 
ful of credits than ever before. 
‘How good are your accounts receiv- 
able ?’ is the vital question today. This 
situation calls for a free and complete 


exchange of credit information be- 
tween all electrical wholesalers in each 
territory. This is essential for their 
own protection. Furthermore, we 
must individually exercise the greatest 
care in our credit extensions.” 

In 1915 Titus Schmid married 
Josephine Schroeder and today he 1s 
the proud father of seven husky 
youngsters, four boys and three girls, 
who range from two to 15 years in 
age. He is an ardent Rotarian and 
enjoys golf and bowling but would 
rather be in his office than anywhere 
else. It is here, where he guides and 
counsels the managers of his five 
branches, that he gets his real thrills 
out of life. 
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We Believe That— 


The Electrical Wholesaler Can Best Con- 
tribute to National Recovery Through 


Creative Silling 
Capable Management 


Coordinated Industry Effort 


New Year 
Resolutions 


E enter the New Year confident that the worst 

of the business storm has blown over, that the 
tide of Recovery has definitely set in, and that this tide 
will steadily rise during 1934. 

Electrical wholesalers will soon be operating under 
their Code and, as the machinery for its enforcement 
is set up and starts to function, new opportunities for 
profitable operation will be opened to them. 

The extent to which the individual wholesaler takes 
advantage of these new opportunities and advances with 
the tide will depend entirely upon how well he directs 
his own efforts during the New Year. Perhaps the fol- 
lowing suggestions will assist him in formulating New 
Year Resolutions which, if faithfully adhered to, will 
serve to keep his own ship of business riding on the very 
crest of the Recovery Tide. 

It is our suggestion that the individual wholesaler 
resolve, during 1934, to: 

1. Practice creative selling as the keynote of recovery, 

2. Promote the rehabilitation and modernization of 
electrical installations in industrial plants and com- 
mercial buildings, 




















3. Support those manufacturers who have a clearly 
defined wholesaler policy, 

4. Sell through the dealer and contractor, rather than 
to him, 


5. Give whole-hearted support to his Industry Code, 


6. Organize and support local wholesaler associations 
for the purpose of carrying out the provisions of his 
Code, and of supplementing it by the adoption of local 
rules of fair trade practice, 


7. Adopt such uniform accounting methods as may 
be prescribed by his Code Authority, and 


8. Join with the dealers, contractors and utility in his 
community in actively promoting local coordinated sell- 
ing activities. 


Chain Store 
Competition 


ECENT activities of local organizations of inde- 

pendent electrical wholesalers indicate the construc- 
tive work of these associations and the need for the 
formation of similar groups in every important trading 
area. 

These independent local associations now function- 
ing in New York, Boston, Philadelphia, Chicago, Seattle 
and other cities have, for several weeks, been vigor- 
ously opposing the direct sales by wiring material manu- 
facturers to retail chains and mail order houses. 

The Philadelphia group has sought to enlist the sup- 
port of the Underwriters and of the local utility in 
curtailing the promiscuous sale of wiring materials by 
chain stores in the interest of the public safety. 

An investigation made by the Eastern Electrical 
Wholesalers Association of New York City revealed 
that certain manufacturers of wiring materials had filed 
two schedules of prices with the N.E.M.A. Code Author- 
ity, one for wholesalers and another for chain stores 
which, when compared, reflected a differential in favor 
of the latter. 

Members of the Chicago Electrical Wholesalers As- 
sociation are taking certain manufacturers of Christmas 
tree lighting outfits to task for selling retail chains at 
prices below those extended to the wholesale trade. 

Such practices, fortunately, are not indulged in by 
all those electrical manufacturers who sell through 
wholesalers. They are obviously contrary to the spirit 
of the Recovery Act and justify the storm of protests 
which have come from every organized local group of 
electrical wholesalers. As a result of this storm several 
manufacturers have already announced that, in the 
future, they will confine the distribution of their prod- 
ucts exclusively to wholesale channels. Other manu- 
facturers will undoubtedly continue in their attempt 
to ride both horses, selling to such wholesalers (if any) 
as will buy from them and at the same time selling 
direct to chain stores and to mail order houses, but they 
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cannot expect to develop loyal wholesale distributors 
who will whole-heartedly push their lines. Still other 
manufacturers can be expected to devote themselves ex- 
clusively to the chain store and mail order field, which 
probably comprises less than 20 per cent of the national 
market. 

If the General Wholesaling Code is approved by 
the President in the form in which it was presented at 
the formal hearing on November 13, it will constitute 
an unfair trade practice for a wholesaler to buy from 
a manufacturer who also sells to chain stores, unless 
that manufacturer protects his distributor with adequate 
price differentials. 

The protests of the various local wholesaler associ- 
ations, together with this provision of the General 
Wholesaling Code (if approved without modifications) 
can be expected to result in fewer manufacturers selling 
the chain store field, and these will sell at higher prices. 
As a result, the competitive position of the electrical 
wholesaler should be materially improved, but the chain 
store will, by no means, be eliminated as a competitor 
of the licensed electrical contractor and, consequently, 
of the wholesaler. 

As long as there is a demand for wiring materials 
from the ultimate consumer—the “home-brew” wire- 
man—just so long will chain stores seek to purchase 
wiring materials and they will always find some manu- 
facturer ready and willing to sell them. 

The efforts which the local wholesaler groups are 
directing towards the manufacturers could well be sup- 
plemented by local campaigns, in cooperation with the 
contractors, utilities and underwriters, to secure the 
adoption of local ordinances requiring home owners 
doing any wiring on their own premises to take out a 
city permit. These ordinances, supported by adequate 
inspection and by adequate re-inspection, would result 
in a large percentage of such jobs being condemned 
as unsafe and the calling in of a licensed electrical con- 
tractor to provide a safe installation. 

Regulations of this character are already in effect in 
the state of North Carolina, in Portland, Ore., and in 
other cities on the Pacific coast. Properly enforced, they 
materially reduce the number of unsafe wiring jobs, 
discourage the “home-brew” wireman who patronizes 
the chain store, and provide more work for the whole- 
saler’s customer, the licensed electrical contractor. 
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Government 
in Business 


HE National Electrical Contractors’ Association 
reports receiving many complaints which “involve 
the disregard by C.W.A. of municipal ordinances 
and state legislation requiring that electrical work shall 
be supervised by competent and licensed contractors 
for the protection of the public against life and fire 
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hazards; the employment of unemployed men in these 
projects at wages higher than the established union 
wage scale in the trade in that territory, resulting in 
discontent among regularly employed workers, and 
their leaving the employ of established contractors to 
obtain the higher wages from the C.W.A.; and the 
purchase of the materials used in C.W.A. projects 
without regard for established channels of distribu- 
tion.” 

At Boulder Dam, we are told, a junk pile covering 
the equivalent of a city block in area is piled 15 feet 
high with unused equipment, while lesser junk piles 
dot the country on other government jobs. From a 
Texas correspondent we learn that there exists a con- 
tinual war between P.W.A. purchasing agents and 
engineers. The former order cheap equipment which 
the latter relegate to the junk pile, placing emergency 
orders for equipment of known quality. 

The Recovery Act seeks to enable the reputable 
manufacturer to obtain fair prices for his products, 
to protect established channels of distribution, and to 
prevent employers from hiring away one another’s 
employees. 

The reports cited above indicate how readily policies 
can miscarry when the Government enters the field of 
business, regardless of how worthy its motives may be. 
Apparently there is urgent need for bringing both the 
P.W.A. and the C.W.A. into synchronism with N.R.A. 
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Lighter 
Catalogs 


VERY year, as new lines are added by his house, 

and as new items are added to the old lines, the 
catalog of the wholesaler’s salesman becomes thicker 
and heavier. Toting a 30 to 40 pound book around, day 
in and day out, is a real job all by itself. Hence there 
is a perfectly logical tendency on the part of the sales- 
man to leave out new pages, especially when they are 
printed on heavy paper stock bound between heavy 
covers, and when the information is spread out over 
more pages than necessary. 

A number of manufacturers have recognized the 
need for condensed catalog pages for the use of their 
distributors’ salesmen. Instead of furnishing the reg- 
ular trade edition of their catalogs, they supply these 
salesmen with unbound sheets provided with ample left 
hand margin, printed on thin paper and using smaller 
illustrations which make it possible to include more 
items on each page. 

Heavy catalogs impose a real hardship on the sales- 
man. If every manufacturer would furnish him with 
condensed catalog pages, unbound, and printed on thin 
paper stock, the weight of the catalog which the aver- 
age wholesaler’s salesman carries could be reduced by 
several pounds. 
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November Prize Winners 


$10. 00 Prizes 


Sf, ne mene Ph Graybar Electric Co., St. Louis, Mo. 
James |. Murray... pices W. T. McCullough Electric Co., Pittsburgh, Pa. 
os, lutea Westinghouse Electric Supply Co., Philadelphia, Pa. 
Ore nig oe nies atleast A. M. Little Co., Syracuse, N. Y. 
III ooo scneciecociuctacsaracsteeenancincse cand eae Joseph Kurzon, Inc., New York City 
ss ESS (sciheacncicceiiacn ae Graybar Electric Co., Flint, Mich. 
Louis J. Lerro.. ne sctae ee Re Franklin Electric Co., Philadelphia, Pa. 
I sss cnicncicessinaiicnsnsvancd Cited teincgaeete eae Graybar Electric Co., Buffalo, N. Y. 
Philip Schaeffer... ..West Phila. Electric Supply Co., Philadelphia, Pa. 
F. Prial .. asi htesolRnciesinsSetseer Sosieda Ube os sa Joseph Kurzon, Inc., New York City 
O. P. iriabeieee:.. ited td. 2 ee ccesxstasietneee Hartman Spreng Co., Mansfield, Ohio 
Thomas E. Doyle... ase SS ee sbiGjegwbangrcke 7s tcjikeleesepeneae Sager Electrical Supply Co., Lynn, Mass. 
te OS Lm. H. Poll Electric Supply Co., Toledo, Ohio 
Fg I cp inlscenniirtce Di cisinenin ds kceadunseigsabeehaw academe Chas. B. Scott Co., Scranton, Pa. 


5. 00 Prizes 


M. S. Bitterman... seadatlaaeicgs tives tend Hyland Electrical Supply Co., Chicago, Ill. 
Prewitt Creecy ......_ pata .. Westinghouse Electric Supply Co., St. Louis, Mo. 
James D. Scanlon... oer see este W. T. McCullough Electric Co., Pittsburgh, Pa. 
oa ie. ae General Electric Supply Corp., Houston, Tex. 
Al Selneck .... edad iicxiens<s ieee Baitinger Electric Co., New York City 
e. ©. ie........... ooo eeeeeeeeeeceeeessssssss---.+. Westinghouse Electric Supply Co., Houston, Tex. 
A. Stern... ee ee Te Joseph Kurzon, Inc., New York City 
eT ee ee Hyland Electrical Supply Co., Chicago, Ill. 
Irving Jacobson... Bebadhsudatucomsccacnaae Garfield-Elliott Electrical Supply Co., New York City 


December winners, also Grand Prize winners 
will be announced next month 
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Ode Mandard in Kame Rilarding Building Wire 





GENERAL CABLE SAFECOTE BUILDING WIRES 
AND CABLES are available in all standard sizes 
and types ...CODE - INTERMEDIATE - 30% 


Colored outer finishes for polarity identification 


GENERAL CABLE CORPORATION 


420 LEXINGTON AVENUE, NEW YORK CITY ° OFFICES IN PRINCIPAL CITIES 
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Final ““Victory’’ Reports Due Jan. 15 


Letters from recent prize winners indicate 


strong finish in Contest for Grand Prizes 


A Selling Plan That Worked 


To tell other salesmen how it is done 
seems simple, but is actually difficult for 
me. However, I'll state the following: 
I think an important item in selling is 
to take advantage of the help the manu- 
facturers’ representative can and will 
give when called upon for assistance. 
It goes without saying that the more 
knowledge you have of the lines you 
sell, and the conditions under which 
they are to be used, the easier it is to 
marshall selling arguments and present 
them effectively to your prospects. 


Location of prospects is done by ana- 
lyzing your territory and making as 
many contacts as possible through calls. 

Landing the orders, it seems to me, 
is a question of finding the prospect for 
your merchandise and showing him why 
he should buy it. 

In winning first prize in the “Bull- 
Dog” line, I took advantage of the help 
and time, which was given unstintingly, 
of George Hodder, who represents the 
BullDog Electric Products Co. in this 
territory. We have worked together 
and have succeeded in selling an idea. 
In this case, it was the idea of a Prod- 
uct and Superba panel wiring job for 
lighting, and Product and Saf-to-Fuse 
panel job for power wiring. The plan 
was to carry samples of Product, panel 
units, etc., and explain to the industrial 
prospect how he could have a better in- 
stallation, which would be more lasting, 
more flexible and less expensive to 
maintain. The next step in the plan 
was to take his machine layout and 
make a print showing power and light- 
ing layout to meet his requirements. 
After this, to work with the electrical 
contractor to get a price for a complete 
job. The final step in the plan was to 
present to the industrial prospect, fig- 
ures showing his cost for the complete 
installation. The result was to “put it” 
(the idea) over. 

The industrial prospect received a 
good “job” at a fair price. The con- 
tractor installed the “job” at a fair 
profit. I “landed” the order from the 
contractor. (The order not only in- 
cluded “BullDog” material, but wire, 
conduit, reflectors, condulets, etc.) 

This plan has worked out satisfac- 
torily, not only in one instance, but in 
many. 


Jim Patrick of the Benjamin Elec- 
tric Mfg. Co. and other manufacturers’ 
salesmen have helped me “put over” 
ideas which have resulted in “landing 
orders.” 

I certainly think a wholesaler’s rep- 
resentative is making a mistake if he 
does not call on them for assistance. 

I thank you for my “Victory” button; 
last, but certainly not least, for your 
check for ten dollars. 

T. A. PuRcELL, 
Graybar Electric Co., 
Providence. 
v 


Just Good Hard Selling 


Your favor of the 20th is at hand, 
and wish to thank you for the check 
for prize on the sales of Silex for the 
month of October. Also want to thank 
you for the gold “Victory in 1933” la- 
pel button. 

You asked me to write you a letter 
telling how I locate prospects, and how 
I actually land the orders. The way 
to locate prospects is with hard work, 
perseverance, and through recommenda- 
tion. I find in order to sell any line 
you must know and believe in the line 








A "Victory" Prize Winner: 
combe, Graybar Electric Co., Baltimore, 
has the habit of bringing home the bacon, 
regardless of whether he sets out after 


Sam Hol- 


Sam won‘ the prize on 
General Cable Products in Electrical 
Wholesaling’s “Victory in ’33” Sales 
Contest for October. 


fish or orders. 


which you are handling ; and know your 
competitor’s product, so that you can 
meet any competition which may be 
presented, and also be able to give better 
service than any of your competitors. 
Many of my prospects came through 
recommendations from satisfied cus- 
tomers. And when you can convince 
a prospect that he can make more 
money by using your equipment it is 
generally a sure sale. 

I hope that I may be able to win 
some of the other prizes which are 
offered from time to time; and at this 
time I want to tell you that I appreciate 
reading your journal very much, It is 
full of interesting items. I am 

L. W. TREICHLER, 
E. B. Latham & Co., 
New York City. 
v 


Appreciates Fair Contest 


Writer takes extreme pleasure in ac- 
knowledging your letter of the 21st, en- 
closing check for Wiremold prize I won 
in the “Victory in ’33’ contest, spon- 
sored by your magazine. 

Not only are these checks certainly 
acceptable from the cash standpoint, but 
the writer also feels that he is accom- 
plishing something when he is able to 
win a prize in a fair contest. 

Trusting that my showing may be a 
good one throughout the year, and that 
I am fortunate enough to be among the 
“lucky three”, I remain 

R. M. SHAEFFER, 
Colonial Electric Co., 
Philadelphia. 
v 


Additional Concentration 


Your prize check and gold emblem 
are greatly appreciated. Thank you! 
The “Noark” line of switches has 
always been one of my “pet” sources 
of sales on which there have never 
been any comebacks. With a little ad- 
ditional concentration on this particu- 
lar line and with the help of the Stand- 
ard Electric Supply Co. it was rather 
easy to be one of your winners. 
“Hats off” to your very fine maga- 
zine for making this worth while con- 
test possible. 
Leo S. SANFORD, 
Standard Electric Supply Co., 
Milwaukee. 
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Byrd took BURGESS Batteries to the North ~ \ 
Pole and he is now taking BURGESS to \ 
the South Pole for the second time! Lind- 5 
bergh uses BURGESS on his long flights 
across oceans when his radio batteries must 
be reliable!) YOU CAN RELY ON BUR- 
GESS—to increase your battery sales in 1934, 




















NEW 400 HOUR 
DRY 'A' BATTERY $320 


RETAIL 








Speed up your battery turnover—increase your profit—with 
this new BURGESS 400 Hour “A” Battery. The 2,000,000 
owners of battery operated radios are your prospects! @ You 
will find it easier to sell the BURGESS “A” Battery (developed 
in the BURGESS Laboratories for use with 2-volt tubes). It 
is 100% DRY, hermetically sealed. No servicing with water 
or chemicals! No injurious acids to fear. Operates in any 
weather, even at low temperatures. Easy to handle; weighs 
only 15 pounds. Can be used in any position. Cover is in 
attractive mahogany color. Operates for LESS THAN 1¢ 
AN HOUR! Order a supply, today. Each sale nets you a good 
profit. @ PROFIT with BURGESS in 1934. Sell this Quality 
line of Radio, Flashlight, Lantern and Ignition Batteries. Great 
explorers use BURGESS Batteries. Good dealers sell them. 
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BURGESS BATTERY COMPANY 


FREEPORT, ILLINOIS 
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Views of Our Readers 





Independent Local Associations 
Promote Welfare of the Industry 
To THE EpITor: 

During the after-Christmas lull I 
have been thinking of what the Chicago 
Electrical Wholesalers’ Association has 
accomplished since its organization one 
year ago and comparing conditions 
today with what they were then. I find 
that all of us are much happier and 
more optimistic than we have ever been. 

While this may be true to a great 
extent with other industries and with 
wholesalers throughout the country who 
may not be members of any association, 
I, nevertheless, feel that we in Chicago 
have contributed a great deal towards 
the prosperity of the wholesalers 
throughout the country. 

I also think that the feeling between 
manufacturer, wholesaler and dealer is 
more cordial because of our organiza- 
tion and of other similar local groups. 
I believe that the manufacturer who is 
interested in the welfare of the inde- 
pendent wholesaler knows that he can 
come to any of these local associations 
for advice and support. 

Both the dealer and contractor, I be- 
lieve, also recognize that the independ- 
ent wholesaler organizations are fight- 
ing to keep them in business and are 
interested in their prosperity to such 
an extent that we are sometimes forced 
to go to considerable extremes with 
manufacturers who would soon have 
the smaller merchant out of business 


in their effort to cater to chain stores, 
syndicates, etc., who, because of their 
purchasing power, are buying at prices 
far lower than those available to whole- 
salers and who in turn undersell both 
wholesaler and retailer, although they 
are but retail stores. 

My only reason for writing this is 
to urge the independent wholesalers 
throughout the country to either form 
local organizations or to join those that 
are already functioning. 

If there is any wholesaler in the 
country who is skeptical as to whether 
or not he has benefited by the opera- 
tions of the Chicago group, I invite 
him to write me for details. I am posi- 
tive that I will have no difficulty in con- 
vincing him of the value of that united 
action which can only be obtained 
through local independent wholesaler 
associations, such as the C.E.W.A. 

GrorGcE S. STEINER, Secretary, 

Chicago Electrical Wholesalers As- 

sociation. 


v 
Sales of Incandescent Lamps 


Gain in 1933 


A preliminary estimate of the num- 
ber of incandescent lamps sold in the 
United States during 1933 indicates a 
total of 616,000,000 for both large and 
miniature lamps, according to a review 
of the electrical industry by John Lis- 
ton in the General Electric Review for 
January. This figure represents an in- 
crease of more than 11 per cent over 








o& 


Graybar's Traveling Store: 


This year, Roy Kimberlin, merchandising manager, 
Graybar Electric Co., San Francisco, decided to go after his dealers’ Christmas 
appliance business with a traveling display truck. Accordingly, this truck was 
equipped with a plywood body and the appliances were ingeniously strapped down 
to shelves along the sides. This truck gave many dealers in northern California 
and Nevada their first opportunity to inspect the complete Graybar appliance line. 


the sales in 1932, and is within three 
per cent of the sales in 1929, the only 
other year to have exceeded 600,000,000 
sales. 

The 1933 total included 340,600,000 
large lamps and 275,400,000 miniature 
ones. The use of carbon-filament lamps, 
as in previous years, continued to de- 
crease. The total of these, both large 
and miniature bulbs, is estimated to have 
been only slightly more than a million. 


Vv 
California Dealers Financed 


Without Recourse by C.I.T. 


The 1934 cooperative all-industry 
load building program of the Southern 
California Edison Co. includes a new 
financing plan which has been worked 
out between the Edison Co. and the Com- 
mercial Investment Trust Corp. 

Under this plan, dealer conditional 
sales contracts on ranges, water heaters 
and refrigerators will be financed with- 
out recourse. 

By accepting such terms as the main- 
tenance of adequate service department, 
merchandise display, sales organization 
and delivery service; the provision of 
complete monthly confidential reports 
of appliance sales; the securing of an 
adequate down payment; and the sup- 
plying of acceptable credit information, 
the dealers thus obtain a financing serv- 
ice on far more reasonable terms than 
would otherwise be possible. 

Dealer identity is preserved because 
the dealer handles all details in the sale 
and servicing, keeping the company 
only as a financial agent. 

p v 
Range Rentals Abandoned 


by Southern California Edison 


Complaints coming from many sources 
have resulted in the abandonment of 
the range rental policy recently inau- 
gurated by the Southern California 
Edison Co. The company’s official an- 
nouncement states that: “The trial in- 
stallation plan for ranges and water 
heaters was intended by us as an aid 
to and not a primary objective in mak- 
ing permanent sales. Complaints have 
come to us from many sources that the 
trial range and water heater plan is 
proving a serious handicap to the deal- 
ers in making permanent sales. There- 
fore we find it necessary to discontinue 
the trial range and water heater plan.” 


v 
McGraw Medals Awarded 


The judges appointed to select the 
winners of the James H. McGraw 
Awards for electrical men have award- 
ed the medal for cooperation to J. E. 
North, director of the Electrical League 
of Cleveland. The contractor-dealer 
medal was voted to Gerry M. Sanborn, 
president, Sanborn Electric Co., In- 
dianapolis. 
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HGH TA § 
@ TIMEesAVER 


S-Ourtlet 
Recepfacie and 
Complefely 
Assembled 
Combinafions 











Receptacles, 
Swifches, Pilot Lights. . . 


THE “TS” Line of H &H Time-Saver Devices now includes the 3- OUTLET RECEPTACLE and 
all Combinations of Switches, Receptacles and Pilot Lights necessary for the modern wiring job. 
All switches in the “TS” Line are especially designed for modern Type C lamp loads. . . The 3- 
Outlet Receptacle No. TS-555 takes two regular caps and one TS-A Cap as illustrated: — a third 


more outlets at no extra cost. This unit comes complete with aa . . Illustrated 4-page folder 


on the complete “TS” Line sent gladly on request. 


HART & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Latest Code Developments _ 





General Wholesaling Code 

Awaits President's Approval 

Latest advices from Washington are 
to the effect that the General Code for 
the Wholesale Trade, on which a for- 
mal hearing was held November 13, 
has reached General Johnson’s office 
and should very shortly be placed in 
the hands of the President for final 
approval. 

Vv 


Hearing Jan. 10 on Supplemental 
Code for Electrical Wholesalers 


Following a series of informal con- 
ferences held in Washington, the Code 
Committee of the N.E.W.A. met in New 
York on December 11 and decided to 
assent and subscribe to the General 
Wholesaling Code. A supplemental code 
for the Electrical Wholesaling Trade 
was drafted and submitted to Washing- 
ton. 

This supplemental code defines the 
“Electrical Wholesale Trade” as “the 
business of purchasing electrical com- 
modities from a supplier, or acting as 
an agent middleman for a supplier and 
selling such commodities to any or all 
of the following: (1) dealers for re- 
sale; (2) electrical contractors; (3) 
manufacturers for use in the fabrica- 
tion of their products; (4) other larger 
purchasers; but excludes retail opera- 
tions.” 

Among the unfair trade practices in- 
cluded in the supplemental code are: 
sales below cost; sales below manu- 
facturers’ resale schedules; Saturday 
closing—with provision to make this in- 








Appliance Minded: Here area couple of 
fellows who are interested in selling more 
and better electrical appliances. Snapped 
at the appliance exhibit of the Eastern 
Electrical Supply Co. at the electrical ex- 
position staged in Newark, N. J., recently. 
On the left is Ben Golden, sales manager 
for the above company, and with him is 
Wm. A. Nixon, division sales manager 
of the Birtman Electric Co. 


effective in such districts as vote 75 
per cent against it; deliveries without 
charge beyond metropolitan limits; con- 
signment (except lamps) ; allowing cash 
discounts after the tenth of the month 
following date of shipment; lump sum 
quotations; accepting returned goods 
without service charge. 

A public hearing on this supplemental 
code will be held in the Sun Parlor of the 
Washington Hotel, Washington, D. C., 
at 10:00 a.m. on Wednesday, Janu- 
ary 10. 

v 


Radio Wholesalers File 
Supplemental Code 

A supplement to the General Whole- 
saling Code has been prepared and sub- 
mitted to the NRA by the Radio Whole- 
salers Association. This proposed sup- 
plement defines the radio wholesaling 
trade as including the individual, firm or 
corporation which “operates in this 
trade as a wholesaler of radio appa- 
ratus and/or under contract and/or 
franchise with one or more manufac- 
turers, who maintains and operates a 
wholesale warehouse service and whose 
radio business is the sale of radio ap- 
paratus to dealers for resale at retail, 
and employing a traveling sales force 
which sells to such dealers, these deal- 
ers being neither subsidiaries nor 
affiliates.” 

Sections of the supplemental code de- 
voted to unfair trade practices cover 
protection to dealers, price diffierentials 
and cooperative advertising. 

v 


Hearing on Utility Code 
Set for Jan. || 


The electric light and power indus- 
try, as represented by the Edison Elec- 
tric Institute, claiming to represent 69.2 
per cent of the volume of the industry, 
as defined by the Code, has submitted 
to NRA a proposed Basic Code of Fair 
Competition on which a public hearing 
will be conducted at 10 a. m., January 
11, in the Hall of Nations, Washington 
Hotel, Washington, D. C. 


v 


Electrical Manufacturers Propose 
Amendments to Their Code 


A public hearing was held in Wash- 
ington on January 4 to consider amend- 
ments to the Electrical Manufacturing 
Industry Code as proposed by N.E.M.A. 
and other groups in the industry. 


A supplemental code of fair trade 
practices to the basic electrical code was 


proposed, together with possible changes 
in the labor provisions and the “open 
price” section of the original code. 


The code which became effective 
August 15 provides for the grouping of 
employers having common interest in 
product classification for administrative 
purposes, and the appointment of a 
supervisory agency for each. There 
now exists within the N.E.M.A. 155 
sections, groups and sub-groups, each 
dealing with its own specific product. 
These have been grouped in 20 product 
classifications. 

The extreme diversity existent in the 
industry was recognized in the prepara- 
tion of the code and its provisions were 
confined to those basically essential to 
general operation. It was proposed 
later to add those more specific provi- 
sions which upon study should be found 
to have general industry application. 
Such provisions have been prepared, 
have received general industry approval 
and will shortly be presented. In addi- 
tion some 26 supplemental codes spe- 
cific to individual products are in vari- 
ous states of completion and others are 
under consideration. 


Approximately 2700 manufacturers 
in 65 industry branches have filed price 
lists and a definite and desirable stabil- 
ization has resulted. There is little in- 
dication that prices are being unrea- 
sonably increased, although some com- 
plaints are being received, according to 
a N.E.M.A. report. 


v 


Retailers to Be Assessed 
for Support of Trade Authority 


Regulations for financing the opera- 
tion of the Retail Trade Code Authority 
and for the award of the Blue Eagle 
to members of the retail trade have 
been announced by NRA. An annual 
assessment of 25 cents for each local 
retail employee is provided for the ex- 
penses of the National Retail Trade 
Authority. Local Retail Code Au- 
thorities may levy additional funds for 
their local expenses, not exceeding a 
total of $1 a year, all told, for each local 
worker. 


Insignia for display by the members 
of the retail trade eligible to receive 
them, will be issued as fast as retailers 
execute the assessment forms and pay 
their assessments. The insignia will be 
duly registered. They will be furnished 
to local authorities by the National Code 
Authority. The regulations provide 
for withdrawal of the Blue Eagle in 
the event of violation of the Code. 

In form, the new insignia will carry 
the familiar Blue Eagle and the legend 
“We do our part” and the particular 
division of the retail trade in which the 
recipient is engaged will also be indi- 
cated. 
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YOUR PROFITS CAN BE MORE 
in 1934 with DIEHL FANS 

















(9Re 


DIEHL MANUFACTURING COMPANY 


Electrical Division of 
SINGER MANUFACTURING COMPANY 
Elizabethport, N. J. 
Chicago 
Philadelphia 


Columbus 


San Francisco 


Atlanta Boston 
Los Angeles New York 


DIEHL 


Dallas 
St. Louis 


Sell more fans—get more customers with DIEHL'S 
1934 line. 


Homes—stores—restaurants—offices—you have more 





prospects with the complete 1934 line of Diehl Fans. 
For every prospect—Diehl offers a sturdy, attractive fan 
that meets his needs, and for the dealer—merchandising 
helps that make it easy to close the sale. 


Now is the time to make your plans for profitable fan 
sales during the coming season. Remember—there's a 
Diehl fan for every need—each backed by hearly half a 
century of experience in making quality fans. 


Write for the 
1934 Catalog 


Ws 
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Premise that the inside of conduit should be as smooth as 
possible has been proved wrong. The cable in smooth finish 
conduit makes contact throughout the entire length, results in 
high friction, and requires more effort to pull cable through. 


THE NEW ELECTRIC - WELDED 
THAT MAKES ALL WIRE = PULLING) 


To all the other exclusive features that have popularized 
Steeltubes Conduit—easy to cut, easy to bend, no threading 
required, lighter in weight, quick to install—has been added 
another feature that places it in a class apart. The inside 
surface of Electrunite Steeltubes is no longer of the conven- 
tional smoothness so long thought 
necessary and now proved second 
best. The new surface is knurled 
inside. The fish tape and cables 
ride the tops of the knobs with less 
drag. Less effort is required. Less 
time is consumed. Longer runs 













NO THREADS 


Steeltubes requires 
no threading. Spe- 
cially designed fit- 
tings slipped over 
the ends of the 
Steeltubes sections 
provide watertight 
connections. 


EASY TO CUT 


Steeltubes is easy to 
cut and easy to bend. 
The thinner wall and 
the ductility and uni- 
formity of the metal 
make simple matters 
of these operations. 






EASY TO BEND 
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Electrunite Steeltubes Conduit with the knurled inside finish 
showed by actual test a saving of 30 per cent in the effort 
required to pull cable through. The cable rides the tops of 
the tiny knobs instead of making contact the entire length. 


EORELEGTRIGAL METALLIC TUBING 
IG]EASIER AND FASTER ... 







od can be pulled. The tendency to jam is reduced when cable 

1g is pushed through short runs. All in all this new inside 

-d finish sets a new wiring standard. Actual tests show a sav- 

le ing of 20 to 30 per cent in wire pulling effort through re- 

n- duction of skin friction, with commensurate saving of time. 

it This announcement of the last pm RS 
d word in metallic raceways appears , _ sor ie ean 
d in the contractors’ publications. Electrical Division 


S Contractors will be asking for it by STEEL A ND 7 TUBE 3, INC. 


3S name, Electrunite Steeltubes. For 


WORLD'S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


3s profit reasons you will want it in CLEVELAND = + > OHIO 


s stock in 1934. Prices on request. A UNIT OF REPUBLIC STEEL CORPORATION 
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Association 


ctivities 


Differentials Favoring Chains 
Condemned by E. E. W. A. 


At a regular meeting of the Eastern 
Electrical Wholesalers’ Association, 
held on December 14, the following 
resolution was unanimously adopted: 


Resolved: That the members of the 
Eastern Electrical Wholesalers’ Asso- 
ciation do hereby unanimously con- 
demn the practice of those manufac- 
turers, who, while depending upon elec- 
trical wholesalers for distribution of a 
major portion of their total production 
do, at the same time, extend to certain 
retail institutions, chain stores and 
others, better prices than the retail 
dealer receives and, in some cases, be- 
low wholesale distributors’ costs. And 
be it further 

Resolved: That this practice of dis- 
crimination has worked a hardship upon 
wholesale distributors and is entirely 
unfair to legitimate retailers who do not 
enjoy the same privileges. 


v 


ae a of Underwriters Sought 
y Philadelphia Wholesalers 


J. W. Alexander, president of the 
Electrical Wholesalers’ Association of 
Philadelphia, addressed the following 
letter to the Underwriters’ Laboratory 
on December 8: 

“We, who have directly or indirectly 
contributed, over a period of years, are 
intensely interested in efforts to break 
down the measures of safety, commonly 
recognized in this industry. 

“We are particularly interested in the 
number of skilled electricians walking 
the streets literally begging for work. 

“We do not say these men can be 
put to work at once, but we do claim 
that a portion of them can find work, 
if the householders were not encour- 
aged to install their own electrical re- 
quirements. 

“When every householder is offered, 
through circulars and advertisements, 
the opportunity to purchase wire, cable, 
and Association materials to wire com- 
plete, or make additions to existing 
lines, in their own unskilled way, you 
and I are negligent in not entering a 
firm demand for a discontinuance of 
this practice, through the proper chan- 
nels. 

“It is possible, today, for the house- 
holder to purchase by mail, or person- 


ally, wiring materials of all description, 
and install them in his own way, with- 
out a knowledge of the hazard created. 

“When manufacturers place materials 
in the stocks of retail outlets, they can 
be directly charged with contributing to 
breaking down the safety measures set 
up by the insurance and power com- 
panies, and negligent of common safety. 

“If underwriters’ labelled material 
can be sold to, and installed by, the 
householders without regard to estab- 
lished rules and regulations, then it is 
unfair to demand that those skilled in 
this line should be compelled to have 
installations, which they through long 
experience have learned to install, in- 
spected. 

“Tt is essential that you take the 
proper steps to advise the manufac- 
turers, through the proper channels, 
that this placing of electrical materials, 
in the hands of unskilled and unlearned 
householders, for connection with in- 
stallations which you have previously 
approved, will create a condition un- 
parallelled in the history of our indus- 
try.” 


v 


Joint Conference Planned by 
N.E.W.A., N.E.C.A., N.E.M.A. 


At a joint meeting of the committees 
of the National Electrical Wholesalers 
Association and the National Electrical 
Contractors Association held in New 
York City on December 18, it was 

“Resolved: that it is the sense of this 
meeting that the services performed by 
electrical contractors in the distribution 
of electrical products should be recog- 
nized and to this end it is recommended 
that a conference be arranged between 
the manufacturers, wholesalers and con- 
tractors at an early date.” 

The N.E.W.A. was represented at this 
meeting by G. E. Cullinan, W. J. Drury, 
B. T. Hare, H. F. Thomas, B. W. Clark 
and Andrew Greenfield. 


v 


N.E.W.A. Commodity Commit- 
tees Meet with Manufacturers 

Fan Motors. Meeting at the invita- 
tion of the Fan Motors Section of 
N.E.M.A., the Fan Motors Committee 
—Messrs. L. L. Hirsch, chairman; 
W. J. Kranzer, and W. M. Perry—dis- 
cussed with the manufacturers present 
the following problems: 


1. Discount spreads to various class- 
es of customers. 

2. Transportation on defective ap- 
paratus. 

3. Advertising. 

4. Disposition of obsolete stock. 

5. Effect of air conditioning on fan 
sales. 


The Committee reports that full con- 
sideration will be given these problems 
by manufacturers before they reach 
definite conclusions regarding the Fan 
program for 1934. 


Lamps. At the suggestion of the 
lamp manufacturers, the Lamp Com- 
mittee, Messrs. J. C. Schmidtbauer, 
FE, A. Hawkins, R. L. Simon, and F. M. 
Bernardin, chairman, met with the 
nianufacturers on November 23. 


The small order was the principal 
topic of discussion. The chairman’s re- 
port of the meeting states that the fol- 
lowing changes in compensation of “B” 
and “CB” Agents will become effective 
January 1, 1934: 


“Inasmuch as frequent shipments to 
the consigned stock in custody of the 
Agent are uneconomical and expensive 
to the manufacturer, the Agent’s com- 
pensation shall be reduced by an amount 
equal to $1.50 for each order in excess 
of 15 placed during any calendar month 
for shipment to each regular place of 
business of the Agent where consigned 
stock is regularly carried. 


“Since the above compensation in- 
cludes compensation for making ship- 
ments from consigned stock in the cus- 
tody of the Agent, such compensation 
shall be reduced by an amount equal to 
$1.00 for each order shipped by the 
manufacturer elsewhere than to the reg- 
ular place of business of the Agent, 
plus three per cent of the list value of 
such orders which individually amount 
to less than $750 list value. The 
amount deducted shall be $1.00 only on 
any order amounting to $750 or more 
list value.” 

The manufacturers agreed that they 
would gladly investigate the “B” 
Agents’ turnover rate on lamps, the dif- 
ficulty of securing which during the 
past year was emphasized by the Com- 
mittee, with a view to revising the turn- 
over compensation in order to permit 
active “B” Agents to earn their full 
turnover compensation. 

Inside Construction Materials. The 
Inside Construction Materials Commit- 
tee, Messrs. W. J. Kranzer, chairman; 
R. Beller, E. }. Coyle, J. Kurzon, H. B. 
Tompkins and G. H. Wahn met on De- 
cember 11 to consider a possible recom- 
mendation to manufacturers with re- 
spect to a two or three step discount on 
schedule material. The Committee was 
unanimous in suggesting that a three 
step discount be used, based upon the 
monetary value of orders, rather than 
upon the quantity ordered. 
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| Setting the stage 








for 1934 PROFITS 


New products—stronger dealer helps—more extensive National advertising and 
our profit-protecting policy — these are the “props” with which Hamilton 
Beach is setting the stage for bigger 1934 Dealer Profits. 
development program—from Experimental Laboratory to Consumer advertis- 
ing—is designed to build sales for dealers—sales that pay a full margin of profit. 


Hamilton Beach appliances are distributed on a clean cut jobber-dealer policy. 
Department stores, public utilities, dealers—large and small—must buy through 
a wholesaler. Thus, vicious price cutting is eliminated. Your profit is pro- 
tected on every Hamilton Beach sale. Get back of the Hamilton Beach line— 
cash in on the sales promotional effort we are putting behind each item. 


Hamilton Beach Manufacturing Co., Racine, Wisconsin. 


MODEL "B"' FOOD MIXER 


The Model *‘B’’ Food Mixer is now sold without 
juice extractor for only $18.75*—-another sales 
stimulus to what was an outstanding ‘‘turnover’’ 
appliance. Attachments — juice extractor, meat 
grinder, slicer-shredder, coffee grinder and potato 
peeler—sold separately. 

National advertising in Good Housekeeping and 
Better Homes and Gardens during 1934—the fourth 
consecutive season . . . dealer literature . . . and 


point-of-sale store displays will make sales that pay 
you a pront. 


*Western Price $19.75. 


No. 5 HAIR DRYER 


Here is a brand new item with stron 
consumer appeal a warm an 
cool air hair-dryer that retails for 
only $7.95* . . . and on which we 
allow a slight increase in trade dis- 
counts. A steady seller with a good 
profit at this low price. 

*Western Price $8.45. 








SAFETY NIGHT LIGHT 


A fast turn-over counter item that re- 
tails for $1.00. The light of a thou 
sand uses—for homes, hospitals, institu- 
tions, stores and factories. Cash in on 
our National advertising in the Satur- 
day Evening Post—place the attractive 
display carton on your counter—attach 
one light in the space provided—and 
watch the Hamilton Beach Night Light 
sell itself. 


HAMILTON 





Every step in our 









NEW No. 8 CLEANER 


Introduced just before the holidays, the 
new No. 8 Cleaner has proved to be a big 
volume seller. At the retail price of only 
$34.75 it has all the selling features of 
cleaners priced from $10.00 to $45.00 
higher. An outstanding value in the qual- 
ity field. The same liberal discount as on 
previous models—no ‘‘short changing’’ the 
trade to make the low price. National ad- 
vertising in leading magazines—tie-up store 
displays—and colorful dealer helps will 
make this cleaner a sure-fire 1934 profit 
item. 


HAND CLEANER 


A profitable companion to the No. 
8 Cleaner. The improved moth 
prevention method, approved by 
Good Housekeeping Institute, is a 
big advantage in helping dealers 
make sales. 





SEWING MACHINE 
MOTORS 


Makes any treadle type sewing ma- 
chine into an electric. No installa- 
tion required. Speed controlled by 
foot rheostat. A good profit on 
every sale. 


VIBRATORS 


An established line of vibrators 
made in four models for home and 
professional use. Complete with ap- 
plicators, cord and plug. A year 
‘round item with good dealer profit. 





BEACH ¥ 











30 


Trends in 
Distribution 


Digests of selected articles appearing in 
recent business and trade publications 


Wholesalers Are Sales Builders 


Wherever wholesalers have survived, 
their places of business, their business 
psychology, their internal business 
methods and procedures of today gen- 
erally bear but a fleeting resemblance 
to the old establishments of former 
days. These modern wholesalers have 
learned to recognize that regardless of 
what name a system of distribution may 
carry, so long as goods are not con- 
sumed at the point of their final pro- 
duction there must ensue certain proc- 
esses of handling, transportation, ware- 
housing, etc., which become increas- 
ingly more indispensable and compli- 
cated as the distance between point of 
production and consumption widens. 
Capitalizing on that indispensability of 
certain functions and their own long 
experience, wholesalers have perfected 
their methods and become veritable ex- 
perts in their performance. 

The success of modern wholesalers 
in specialization and in effecting the 
utmost economy in the performance of 
those indispensable functions has been 








A Wholesaler Stands Treat: A. George 
Lichtenstein, Garfield & Elliott Elec- 
trical Supply Co., New York City, is 
offering to treat a couple of manufac- 
turers’ men to a supply of all day 
suckers. At the left, looking a trifle 
doubtful, is J. A. Mittleman, sales en- 
gineer for the Mohawk Tube Co., and 
at the right is Barnet Kaplan repre- 
senting the Bright Light Reflector Co. 
of Brooklyn. 





duplicated in their rejuvenation as 
builders of sales. They have learned 
how the goods which they sell at whole- 
sale should be retailed to the consumer, 
and many also have become expert mer- 
chandisers and through their sales force 
now educate the retailers in the art of 
profitable merchandising. 

In every line where wholesalers still 
are functioning the majority are today 
rendering a superior and highly effi- 
cient service at a cost that is sub- 
stantially below that of former years, 
so that manufacturers are obtaining 
through them more economical distribu- 
tion than they have found available 
through any other free and uncon- 
trolled channels—O. Frep Rost in 
Distribution Today, the McGraw-Hill 
Book Co., 1933. 


v 


Employee Purchases at 
Wholesale 


With the readjustment of industrial 
activities which the Government is in- 
augurating, it seems to me that there 
is one practice, indulged in by almost 
every industry, that is so unfair, so en- 
tirely foreign to our accepted methods 
of distribution, that its elimination 
should be included in the code of ethics 
of every industry. Yet so stealthily has 
this evil developed that it has been en- 
tirely unobserved or at least it has been 
completely ignored. 

This evil is the practice of permitting 
employees to purchase, at wholesale 
prices, any commodity that can be ob- 
tained through the employer’s purchas- 
ing department. 

The manufacturer’s good will with 
the retailer is his greatest asset and 
should be jealously guarded. Surely the 
manfacturer cannot court the confidence 
of the retailer by permitting his prod- 
ucts to be peddled off to the consumer 
at the same price the retailer is expected 
to pay. 


If this practice were limited to the 
manufacturer wholesaling his own prod- 
ucts to his employees only, it would be 
bad enough, for he would be injuring 
himself alone, but the abuses of this 





system are almost unbelievable. I have 
had employees of a chemical plant offer 
to procure for me, at wholesale through 
their company, everything from sheets 
and pillow slips to golf balls. I have 
had similar offers on plumbing sup- 
plies, fishing tackle, paint, roofing, shot- 
guns, furniture and kitchen utensils 
from employees of a paper mill. 


Elimination of this practice would be 
a forward step on the road to recovery 
and the sooner it is done the better. A 
wonderful opportunity to accomplish 
this is offered now when all industries 
are forming a code of ethics to be en- 
forced by the Government. Every in- 
dustry should grasp the opportunity so 
offered.—FRraANK R. BEEDE, secretary, 
Antioch (Calif.) Lumber Co. in Na- 
tion’s Business for December. 


v 


Electrical Dealers Should Form 
a National Association 


Out of the NRA compliance boards 
it looks as though there will evolve in 
every city some sort of a council of re- 
tail merchants which will police local 
trade practices in the public interest. 
Since the electrical appliance dealers 
are denied the seat they naturally de- 
sire in this council, because they can- 
not speak as an organized group, the 
need has come for a national associa- 
tion of electrical dealers. With it they 
can take their place with the national 
organized hardware, department store, 
automobile accessory, drug and other 
trades in the more orderly self-govern- 
ment of their business. They can have 
that voice in the regulation of their own 
affairs to which they are entitled if they 
will qualify. 





i al 1 i 
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Cordial Congratulations: J. M. Knapp, 
representative of Thomas & Betts in 
New York City, is congratulating Sammy 
Bernstein of Joseph Kurzon, Inc. The 
reason for congratulations was not defi- 
nite, being either the success Sam has 
been having with his new moustache or 
his contemplated venture into the ranks 
of matrimony. 
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The simplest way to proceed would 
seem to be to use the membership of 
the local electrical leagues or associa- 
tions now operating in 112 or more 
cities as the nucleus of a national as- 
sociation of electrical dealers and build 
on that. It is to be hoped that some 
action to this end may be initiated at 
the meeting of the National Electrical 
League Council soon to be held.—Ebt1- 
TORIAL in Electrical World for Decem- 
ber 2. 

Vv 


The Ideal Salesman 


1. Works irrespective of the weather. 

2. Submits detailed and intelligent 
bids. 

3. Stands on his own. 

4. Avoids telephone calls, except in 
cases of emergency. 

5. Does not ask for the chief “P. A.” 
when an assistant will do. 

6. Limits business calls to business 
hours. 

7. Respects the buyer’s leisure hours. 

8. Knows his lines. 

9. Is up on market conditions. 

10. Leaves his own personal troubles 
at home. 

11. Adheres strictly to the truth. 

12. Is a perfect gentleman and a 
good loser. 

13. Continues to submit quotations 
whether he loses or wins. 

14. Is neat and dignified in dress. 

15. Does not waste time with idle 
generalities. 

16. Is not an automaton. 

17. Is not sarcastic. 

18. Is not familiar. 

19. Does not bore you with long lists 
of firms he has sold. 

20. Does not high-pressure you. 

21. Respects the time of other sales- 
men who are waiting. 

22. Speaks correctly. 

23. Does not flaunt fraternal em- 
blems. 

24. Does not run to the office on the 
slightest provocation. 

25. Has an abundance of plain com- 
mon sense.—J. W. NicHOLson, pur- 
chasing agent, City of Milwaukee, in 
Mill Supplies for December. 


v 


Contractors Should Buy From 
Recognized Wholesalers 

There has recently come to our atten- 
tion several instances of poor material 
being offered to contractors and to deal- 
ers at very low prices and with the 
implication that it was approved ma- 
terial. 

Short appliance cords with bracelet 
cord but the whole thing assembled in 
a jail; dangerous immersion heaters 
playing up the use of approved cord in 
a manner to lead one to believe the 
heaters were approved; sheathed cable 








Duke's Mixture: 





Manufacturers, wholesalers and contractors in Kansas City, Mo. 
Left to right: Wm. (“Bill”) Terry, now a manufacturers’ agent; Gene Hagen, 
Edwards & Co.; J. L. (“Moon”) Mullins, K. C. Electric Supply Co.; Loren Wood, 
manufacturers’ agent, St. Louis; C. M. Barnes, contractor; B. W. Fraley, con- 
tractor, and Sam (“Kayo”) Graeber, K. C. Electric Supply Co. 





with Underwriters’ Laboratories wire 
labels attached to mislead one into 
thinking the cable was approved, etc. 

There is only one kind of protection 
against such tactics and that is to buy 
nothing except from a source that is 
known to be reliable. That type of ma- 
terial could not be sold even at a very 
low price except by misleading the buy- 
er into thinking it was approved. Even 
at those low prices the buyer pays 
every cent it is worth, if not more. 

It is a safe rule for a contractor to 
follow to buy from recognized electrical 
wholesalers. Contractors buying in this 
fashion can be certain of the quality of 
the materials—Ep1torr1at in Electrical 
Contracting for December. 


Vv 
Lighter Catalogs for Salesmen 


Because the ordinary catalog used 
by the jobber salesman was more or 
less a prosaic thing, with a $Sameness 
about each page, it appeared obvious 
to some manufacturers that a dominant 
display of their products in the sales- 
man’s catalog would “steal the show,” 
as it were. And because of this desire 
for a dominance, we have the present- 
day heavy, colorful catalog inserts. 
These are conceived wholly, in the de- 
sire to tempt salesmen to spend more 
time on that particular line. 

That intent is responsible for the size 
of the present-day catalog, to which the 
law of diminishing returns is being ap- 
plied. The larger and heavier the cata- 
log grows, the less it is used. 

Today we have the awesome spectre 
of a 30-pound catalog, which is ex- 
pected to be carried by the salesman. 


Out of fairness to all, a change must 
be made, and right now is the propi- 
tious moment for it. Industry in gen- 
eral is being revamped—so why not 
make such correction as suggested in 
the salesmen’s catalog? The jobber 
salesmen are asking for a “new deal” 
in catalog insert sheets. 


They want them lighter, more com- 
pact, and entirely complete on one sheet, 
or in one section. 

The practice with manufacturers 
seems to be that when with the re- 
turn of better business, there’s every 
reason to expect more action from the 
jobber salesman, but he can’t do justice 
to his house, himself, or his job if he’s 
weighed down with an unwieldly cata- 
log—so let’s lighten his catalog !— 
Harry Oakes in Jobber Topics for 
December. 

v 


The Contractor's Opportunity 


The contractor is restless; he knows 
that there must be an outlet somewhere 
open to him in the electrical field. The 
contractor of the past has been content 
to be the buffer in the electrical indus- 
try. He has taken a very small part in 
scientific development and research; he 
has neglected to be the real salesman 
for all branches. The contractor should 
be the contact man that the industry 
needs. He can, if he tries, sell every 
electrical appliance and dictate the de- 
sign of wiring systems and methods of 
construction, but he can only do these 
things while being true to himself and 
those whom he serves. The contractor 
is closer to the user of electric current 
than any other branch of the electrical 
industry—central station man, manufac- 
turer or inspector. He should be the 
consumer’s adviser in things electrical. 

As I see it, the contractor has a won- 
derful opportunity today. There are 
more appliances and more current used 
than ever before. His salvation is not in 
lamentation, but in education, both for 
himself and those whom he serves. And 
last, but not least, he must educate his 
associates in other branches of the in- 
dustry so that they too will recognize 
him as the agency to sell electricity and 
the apparatus that uses it.—GEORGE 
WELMAN, electrical engineer, Louisiana 
Rating and Fire Prevention Bureau, 
New Orleans, in Electrical World for 
November 18. 
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Wholesaler 


News 


Harten-Knodel Again Wins 
Norge President's Cup 


A feature of the recent national con- 
vention of Norge distributors was the 
presentation of the President’s Cup, a 
huge four-foot trophy awarded by 
Howard E. Blood, president of the 
Norge Corp. to the distributor who has 
done the best selling job in the United 
States each year and an honor that is 
bitterly contested for by all Norge dis- 
tributors. 

For the second consecutive year, the 
trophy was won by the Harten-Knodel 
Distributing Co., Cincinnati, who 
achieved 183.3 per cent of their 1933 
quota. 


v 


Harry Alter Returns to 
Wholesale Field 


Harry Alter, who for many years 
distributed Majestic products in the 
Chicago territory with outstanding suc- 
cess, and who recently resigned as as- 
sistant general sales manager of the 
Grigsby-Grunow Co., is now distribut- 
ing Grunow radios and refrigerators in 
northern Illinois. 


Mr. Alter has purchased the Grunow 
Illinois Corp. and has organized a new 
firm, Harry Alter, Inc. Officers are: 
Harry Alter, president and _ general 
manager; Arthur Alter, vice-president 
and sales manager, and Seymour Rose, 
credit manager. Offices and show 
rooms will be maintained at 203 W. 


W 


Wacker Drive, Chicago, with the ware- 
house and service department located 
at 219 E. Illinois St. 


v 


New House Opened in Allentown 

By General Electric Supply 

The General Electric Supply Corp. 
has opened a branch house at 714 Lib- 
erty St., Allentown, Pa., where a com- 
plete line of appliances and construction 
materials will be carried to serve deal- 
ers in the Lehigh Valley. 

D. J. Sweeney has been appointed 
local manager of the new house which 
will report to district headquarters at 
Philadelphia. 

Vv 


H. J. Lavner Transferred by 
Westinghouse Electric Supply 
F. L. Walton has resigned as manager 
of the Westinghouse Electric Supply 
Co. for the Central New York territory, 
effective as of December 25. H. J. 
Lavner, formerly merchandise manager 
of the northeastern district, has been 
appointed to succeed Mr. Walton. Mr. 
Lavner will make his headquarters at 
Rochester and will direct the houses 
located at Rochester, Syracuse, Bing- 
hamton and Utica. 

N. L. Myers, formerly manager of 
the appliance division of the Westing- 
house Electric & Mfg. Co. at Mansfield, 
Ohio, will succeed Mr. Lavner in his 
former connection and will make his 
headquarters at 150 Varick St., New 
York City. 








oe UI 











Wholesaler Invents Bandit Protection: 

In collaboration with H. H. Cole, August 
H. Meyer, electrical wholesaler of Osh- 
kosh, Wis., has invented the Oshkosh 
Photo-Identification System. By means 
of an automatic camera the culprit is 
photographed while in action and with- 


out his knowledge. Police departments, 
banks and stores are prospects. Julius 
Frankenberg Associates are handling 
sales in Chicago. Other territories are 
open. 





Hatfield Electric Reorganizes 

The Hatfield Electric Co. of Indian- 
apolis, Ind., has sold its merchandising 
and motor repair departments to a new 
corporation—the Hatfield Electric Sup- 
ply Co. The Hatfield Electric Co. in 
the future will operate only as an elec- 
trical contracting concern and will con- 
tinue to maintain its branches in Chi- 
cago and Cleveland. 

Frank Argast and Thomas J. Far- 
rell, formerly sales manager and secre- 
tary, respectively, with the Hatfield 
Electric Co., are the organizers of the 
new supply company. 


v 


Tom Mason of Tafel Electric 
Directs Louisville Show 

Louisville’s Third Annual Home Ap- 
pliance Show, held for three days just 
prior to Thanksgiving, had a record at- 
tendance of over 37,500 persons. Tom 
Mason, Tafel Electric Co., as chairman 
oi the Show Committee, was assisted by 


_ W. G. Frederick and W. H. Mansfield. 


With the cooperation of the Kroger 


¥ and Piggly Wiggly stores, every West- 


New Firm Holds Formal Opening: November 14 was opening day for the Elec- 
tric Supply Co., a new electrical supply house located at 109 Campau Ave., N. W., 
Grand Rapids, Mich. John L. Popkin, the proprietor, announces that the new firm 
will maintain a complete stock of wiring materials and lighting fixtures and that it 
will maintain a strictly wholesale policy, catering exclusively to the electrical 
dealers and contractors of western Michigan. 


, inghouse refrigerator sold by a Tafel 
' dealer during the show was filled with 
a turkey and an assortment of staple 


foods. Vv 
Federal Reserve Report 


Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of October: 











Oct. 1933 with | ghee 

| ———_—_—_—_—_——-| with 

Federal Reserve | Sept. | Oct. year 
District | 1933 1932 ago 

tT | + 8.5 | +30.7/ + 5.1 
Philadelphia — 6.0 | +44.3| +25.0 
San Francisco ...| + 6.5| +32.9| + 5.6 
St.” SOMO. cileces'] FIO: | LeraB eit aks. 
BE 60540 hs ~11.5 1.420.411 +13 ..7 
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CASH 


The Sign Business is Going Strong - - - 
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Benjamin Reflectors 


get the jobs 


Electrical Contracting, 
Signs of the Times, 
January, 1934. 


Three outstanding reflectors to work with. The 

old reliable "MASTER," the popular "EMBLEM" 
and the new "BULLETIN." With every good fea- 
ture of importance to sign users, making them 
easy to recommend and easy to sell. Check up 
on your information and your stocks of these Ben- 
jamin Sign Reflectors. Follow up your electrical 


contractor customers. They are getting these 
sign lighting jobs. And Benjamin reflectors and 
Benjamin advertising are helping them get them. 


Send today for full information. 


BENJ AMIN ELECTRIC MFG. CO. 
enera ices and Plant 
DES PLAINES, ILLINOIS 
Divisional Sales Offices cy. 


New York Chicago 





TRADE MARK 
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Wholesalers Salesmen Win Prizes 
in Philadelphia Lamp Campaign 

The October Lamp Campaign, con- 
ducted by the Electrical Association of 
Philadelphia, resulted in a sales volume 
of 1,262,700 lamps with a retail sales 
value of $252,517. These figures do not 
include sales of the utility company nor 
sales to the City of Philadelphia, 
schools, colleges, etc., nor do they in- 
clude sales by the chain stores. 

In the campaign 1,150 dealers located 
throughout the Philadelphia metropol- 
itan trading area were registered as ac- 
tively participating. Of these many 
dealers showed tremendous increases in 
their lamp business, such increases in 
some cases going as high as 1,000 per 
cent over past performances. 

Such successful records were the re- 
sult of many new and unique methods 
of merchandising developed during the 
campaign, in addition to intelligent and 
aggressive sales effort, together with 
assistance rendered by manufacturers 
and wholesalers’ salesmen. 


At a Celebration Dinner, held on 
November 28, George R. Conover, man- 
aging director of the Association, acted 
as toastmaster and awarded approxi- 
mately $1,200 in cash prizes to the vic- 
torious dealers and wholesalers’ sales- 
men. 


Wholesalers’ salesmen who received 
prizes were: lst prize, L. E. McIntyre, 
Graybar Electric Co.; 2nd prize, Earle 
C. Sweeten, Sweeten & O’Donnell Co.; 
3rd prize, E. S. Armstrong, Westing- 
house Electric Supply Co.; 4th prize, C. 
L. Freed, Novelty Electric Co. ; 5th prize, 
N. M. Sewell, Hopkin Brothers, Inc.; 
6th prize, J. A. Weinberg, Elliott-Lewis 
Electrical Co.; 7th prize, F. M. Weish- 
ner, General Electric Supply Corp. 


Additional prize winners were: E. S. 
Armstrong, Westinghouse Electric Sup- 


ply Co.; C. F. Bond, Graybar Electric 
Co.; B. Hayllar, Jr., Royal Electric 
Supply Co.; D. J. O’Donnell, Sweeten 
& O’Donnell Co.; S. W. Shultz, Gray- 
bar Electric Co.; J. B. Smith, West- 
inghouse Electric Supply Co.; F. H. 
Jaeger, Graybar Electric Co.; W. F. 
Koehler, Rumsey Electric Co.; Harry 
Landis, Philadelphia Motor Accessories 
Co.; S. Lerner, West Phila. Elec. Supply 
Co.; A. J. McElwee, General Electric 
Supply Corp.; L. E. McIntyre, Graybar 
Electric Co.; W. T. O’Donnell, Sweeten 
& O’Donnell Co.; S. R. Reed, West Phila. 
Electric Supply Co.; R. L. Shuck, Elli- 
ott-Lewis Electrical Co.; M. H. Silver- 
man, Osterhout Electric Corp.; F. D. 
Sweeten, Sweeten & O’Donnell Co., and 
J. H. van Es, Osterhout Electric Corp. 


v 


Bermuda Cruise Announced 
for Trilmont Dealers 


Trilling & Montague, distributors of 
Zenith radio, Norge refrigerators and 
ABC oil burners, were hosts at two 
large meetings, held at their Philadel- 
phia headquarters, on Tuesday and 
Wednesday evenings, December 5 and 6. 


Tuesday’s meeting, attended by more 
than two hundred Zenith and Norge 
dealers and their salesmen, gave the 
record-breaking Trilmont dealers a 
peppy send-off on the final lap of the 
holiday season. David M. Trilling, 
Sherman Griselle, merchandising coun- 
selor, and Jack Lobel, sales manager, 
presented outlines of the lavish Tril- 
mont effort-rewarding plans for dealers 
and salesmen, including the Trilmont 
Cruise to Bermuda, to be held over the 
New Year holiday, and the special 
“Cash Surrender Value for Effort” 
plan for Zenith dealers’ salesmen. 
Glenn O’Hara, eastern salesmanager 








Presenting Gertler and Staff: 


We have here the man power of Gertler sales from 
New York City, Westchester, Long Island and Staten Island branches. 


From 


left to right, first row: S. C. Robbins, office manager; H. J. Caffrey, sales manager; 
N. Gertler, treasurer; A. Gershoff, president. Second row: M. Jamison, lamp 
manager, S. S. Saul, manager, Staten Island branch; H. Goler, manager of Yonkers 
branch; S. Goler, manager of Long Island branch; F. J. Zumach, manager of New 
York; A. Campagna, lamp clerk; J. Suchy, assistant office manager; H. Ebenstein, 
J. Goler, H. L. Estberg, B. O’Brien, W. J. Casey, H. La Gue, H. G. Ollard, 
J. McRoberts, B. Swain, and M. Mohr, all of whom are salesmen. 


for the Norge Corp., discussed the new 
Norge products. 

The Wednesday meeting was attended 
by an equally large group of recent 
ABC oil burner purchasers. 


v 
Thomas Again with H. |. Sackett 


After an absence of 10 years, George 
H. Thomas has rejoined the sales or- 





George H. Thomas 


ganization of the H. I. Sackett Electric 
Co., Buffalo, as manager of its Mazda 
Lamp Department. 

After serving for six years as com- 
mercial manager of the Olean (N. Y.) 
Light and Power Co., Mr. Thomas went 
with the H. I. Sackett Co. in 1920, leav- 
ing them three years later to join the 
Eureka Vacuum Cleaner Co. as sales 
manager for New York State outside of 
the metropolitan area, which position 
he occupied until his return to the 
Sackett organization. 


v 


Weiss De Veau Host to Salesmen 
of Brooklyn Edison 

On December 6, Weiss De Veau Co. 
entertained 33 salesmen of the Brook- 
lyn Edison Co. The purpose of the 
meeting was to show the complete line 
of Universal appliances and to discuss 
ways and means of increasing the sales 
of appliances through dealers. 

Those attending included: T. J. Col- 
lins, assistant district sales manager, 
Brooklyn Edison Co.; H. Quackenbush, 
G. Savage and D. Thompson of Lan- 
ders, Frary and Clark; B. F. Weiss 
and A. E. McLaughlin, president and 
treasurer respectively of Weiss De Veau. 


v 


Southern New York Electrical 
Supply Moves Warehouse 
The Jamestown branch of the South- 
ern New York Electrical Supply Corp., 


Binghamton, N. Y., has been moved to 
6-8 W. First St. 
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IT STICKS! 
Wherever Bull Dog Tape is applied, the 


live, viscous surface adheres instantly. 


IT HOLDS! 


Once stuck to a surface, Bull Dog IS 


true to its name and refuses to let go. 


IT LASTS! 


Look at the job a year later. The tape 
is still alive; the joint remains intact. 
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Personals 





F. M. Brernarpin, General Electric 
Supply Corp., Kansas City, Mo., has 
been elected first vice-president of the 
Kansas City Art Institute. 

JessE A. SULLIVAN has been ap- 
pointed manager and is also a stock- 
holder and secretary of the Coast Elec- 
tric Co., San Diego, Calif. Ratpn J. 
Z1NK is no longer affiliated with this 
organization. FRANK RIGLING is a new 
fixture assemblyman with this company. 

Harotp Beck replaced Epwarp 
Ayers as outside salesman and will 
cover the same territory for M. A. 
Hartley & Co., Staunton, Va. WuiL1iam 
S. CoLEMAN will again represent this 
firm in Martinsville and the adjacent 
territory. 

R. H. MacCautey is now traveling 
the Alameda and Contra Costa terri- 
tory for the Coast Radio Supply Co. 

Paut STEDMAN, formerly with the 
General Electric Engineering Co., con- 
tractors, is a new salesman with the 
Fife Electric Supply Co., Detroit, Mich. 

HerMAn A. Conrs is handling out- 
side sales for the BreLtasco ELEctric 
Suppty Co., Chicago, while Jonn A. 
KuJAwaA will take care of counter sales. 

Irwin W. MITCHELL will travel the 
west Texas territory for the Broome 
Electric Co., Amarillo, Tex. 

P. R. Cornerrus, formerly of the 
Tidewater Electric Co., is a new out- 
side salesman with the Baitinger Elec- 
tric Co., New York City. 

Witi1AM DecterR will cover Essex 
and Passaic Counties for the Hudson 
Electric Supply Co., Union City, N. J. 











In New Location: John Koehler, head 
of the Koehler Electric Supply Co., New 
York City, looks none the worse after a 
strenuous moving job from 158 Cham- 
bers St. to 280 Greenwich St. At the new 
location the company has three times 
more space and Mr. Koehler expects to 
stay put for a long time. 


Three new salesmen, K. W. Lewis, 
J. H. Mercuant and E. Hayes, have 
been employed by the Southern New 
York Electrical Supply Corp., Bing- 
hamton, N. Y. 

WILLIAM GREEN and GrorceE WoL- 
PERT are two salesmen with the Green- 
field Electrical Supply Corp., Brooklyn, 
N. Y. Jurtrtus ZIMMERMAN is a new 
counterman with this company. 

A. R. Grarp, well known wholesaler’s 
salesman, is now selling for the At- 
lantic Electric Supply Co., Worcester, 
Mass. A new inside man, GEORGE 
GREEN, has been employed. Irvinc 
WALKER is no longer connected with 
this firm. H. BENnson has been ap- 
pointed manager. 

B. C. MANNING has been appointed 
appliance sales manager at the Electra 
Supply Co., Poughkeepsie, N. Y. HeEr- 
BERT MASTIN is a new addition to the 
sales staff. 


v 
Lines Added by Wholesalers 


BELLER ELectric Suppty Co., New- 
ark, N. J.—R.C.A. Cunningham tubes 
and Warren Telechron clocks. 

STRATTON & TERSTEGGE Co., Louis- 
ville, Ky.—Stewart-Warner radio and 
refrigeration. 

DickeL DistriBuTING Co., Philadel- 
phia—American Bosch radio. 

DousLepAY-Hitt_ ELEctric 
Washington, D. C_—Grunow radio. 

Georce H. Eseruarp Co., San Fran- 
cisco—Grunow radio and refrigeration. 

H. A. McRae & Co., Troy, N. Y.— 
Gar Wood oil burners. 

GEORGE WorRTHINGTON Co., Cleveland 
—Kadette radio. 

KreEINn Bros., Clinton, Ia—American 
Bosch radio. 

TaFeL Etectric Co., Louisville, Ky. 
—American Bosch radio. 

Bay City Harpware Co., Bay City, 
Mich.—Lyric radio. 

WHOLESALE Rapio EguipMEntT Co., 
Newark, N. J.—Zenith radio. 

Kay Rapio Co., Tulsa, Okla.—Lyric 
radio. 

PittspurGH Auto EguIpMENT Co., 
Pittsburgh—Zenith radio. 

SOUTHERN SALES Co., 
City, Okla.—Lyric radio. 

Taytor Exrectric Co., Milwaukee & 
Madison, Wis.— Automatic washers. 

SpEERT Distr1BUTING Co., Baltimore 
—Sweeper-Vac cleaners. 

H. D. McRagz, Inc., Rochester, N. Y. 
—Automatic washers. 

Drix1E-MaytaG  Corp., 
Tenn.—Grunow radio. 


Co., 


Oklahoma 


Nashville, 


SEATTLE HarpwAarE Co., Seattle, 
Wash.—Leonard refrigerators. 
Brown - DorRANCE FEtectric Co., 


Pittsburgh, Pa—Grunow radio and re- 
frigeration. 

Brown-Rocers-Drxon Co., Winston- 
Salem, Mass.—Grunow radio. 








They Know Their Mazdas: These are 
the two young ladies who preside over 
the lamp department of the American 


Electric Co., St. Joseph, Mo. Dorothy 
Shultz is the girl with the downcast eyes, 
while the serious looking brunette on the 
right is Violet Osborn. 





GREENFIELD ELECTRICAL SUPPLY 
Corp., Brooklyn, N. Y.—Eskimo mixers 
and Cadillac cleaners. 

C. D. Franke & Sons Co., Charles- 
ton, S. C.—Grunow radio. 

ATLANTIC ELectric Suppty Co., 
Worcester, Mass.— Marks “Snapit” 
products. 

Keit Motor Co., Wilmington, Del.— 
Grunow radio and refrigeration. 

MonroE HarpwareE Co., Monroe, 
N. C.—Grunow radio. 

Exectra Suppty Co., Inc., Pough- 
keepsie, N. Y.—General Electric appli- 
ances, sunlamps, radios, home laundry 
equipment, cleaners, and ironers. 

TREADWAY ELectric Co., Little Rock, 
Ark.—Grunow radio and refrigeration. 

Coast Exectric Co., San Diego, 
Calif—Sylvania radio tubes, Arvin 
electric heaters and Inca transformers. 

True & BLANCHARD Co., Inc., New- 
port, Vt.—Grunow radio and refrigera- 
tion. 

v 


Potter Drops "Tricold'' Name 

Candidly admitting that a mistake 
was made when the company’s name 
was changed to “Tricold” in 1932, 
President T. Irving Potter announces 
resumption of the original designation, 
Potter Refrigerator Corp. 

“Not until it was pointed out to us 
recently that the Potter is one of only 
six recognized refrigerators on the 
market, which were being manufactured 
in 1926,” says Mr. Potter, “did we re- 
alize that in adopting the name ‘Tri- 
cold,’ we had unwittingly sacrificed a 
valuable business asset—the public con- 
sciousness of the tradition and progress 
which lies behind our product.” 
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What Price Installation? 


HERE ARE THE FIGURES 
The Old Way 























MATERIAL 
3—Switch boxes (new work type) @ 19.60................-2.000200.. $ .59 
3—Single pole switches (cheap type) @ 11.50.................2...... 35 
1—3 gang plete (Bakelite) @ 21.06........ 0. cece cece eee 21 
TIME min. sec. 
Assembling and installing 3 gang box....... 7: 15 
Installing and aligning 3 separate switches... 9: 04 
Installing and aligning 3 gang plate......... t: @ 
17 min. 21 sec. @ 1.00 perhr. .29 
WEE: S:ase5 06s oe Ra ake Ree caw $1.44 
The Modern Way 
MATERIAL 
1—Switch box (new work type) @ 19.60... 2... ccc ce eee $ .19 
3—PaS-Despard Single pole switches No. 1311 @ 19.20............... 58 
1—P&S-Despard Single gang plate No. 1333 @ 12.60.................. 13 
TIME min. sec. 
ing one pen es see ko as ae 4: 10 
Assembling 3 &S-Despard switches in strap. : 50 
Installing and aligning 3 switches asoneunit.. 6: 00 
Installing and aligning one gang plate. ....... : 30 P 
11 min. 30 sec. @ 1.00 perhr. .19 
MINE Sinn so 02scnce see aekeres uaueuns $1.09 
COST Cheap type switches. 
The Old Way — A three gang plate on the wall—large and conspicuous. 
Just another wiring sisi for Architect, Builder or Home 
$ . Owner to be proud of. 
COST A specification job—the kind the government requires. 


Space saving—just a one gang plate—neat and inconspicuous—the 
e. 


The Modern Way oom way wiring devices should 
$1 09 You stamp yourself as a wide awake contractor—wiring today's 


modern home the modern way. 


A Saving of 


9 4 % + , —" 


P&S-Despard wiring devices are not sold by cut rate or chain 
stores. 
. . They are obtainable through legitimate jobbing channels only. 
. «.. Therefore the name P&S-Despard means a fair profit for both 
wholesaler and contractor. 


You please the Architect, Builder PASS & SEYMOUR, INC. 


and Home Owner when you in- 


stall the— Solvay Station Syracuse, N. Y., U.S.A. 


| P & S-DESPARD LINE 
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Manufacturers 


Activities 


Curtis Lighting Official 
Elected President of |.E.S. 


J. L. Stair, for many years chief en- 
gineer of Curtis Lighting, Inc., Chicago, 





J. L. Stair 


has been honored with the presidency 
of the Illuminating Engineers Society. 

A University of Illinois graduate, 
Mr. Stair joined the National X-Ray 
Reflector Co., predecessor of Curtis 
Lighting, as sales engineer more than 
20 years ago. He later became head of 
the direct lighting division and, finally, 
as chief engineer, was selected to head 
the educational activities of the com- 
pany. He has been an active member 
of the I.E.S. for many years and is the 
author of two books on lighting sub- 
jects. 

Vv 


Spaulding with Anaconda 
Max L. Spaulding, formerly central 
district manager for the General Elec- 
tric Supply Corp., is now located at the 
Chicago office of the Anaconda Copper 
Co. He is handling sales of rubber 
covered wire in the central territory, 

succeeding the late Walter Rardin. 


v 


V. E. Vining With Westinghouse 
Refrigeration Dept. 


R. C. Cosgrove, manager, refrigera- 
tion division, Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio, has an- 


nounced that Vernon E. Vining has 
joined the division and will direct the 
company’s refrigeration sales activities 
in the department and furniture store 
fields. 

Mr. Vining was formerly sales man- 
ager of Servel, Inc., and assistant sales 
manager of the Grigsby-Grunow Co. 


v 


MacGregor Made General 


Manager of Thordarson Electric 

Donald MacGregor, formerly vice- 
president and general manager of the 
All-American Radio Corp., Chicago, 
and more recently president of the 
Trustee Security Co., has been appoint- 
ed as treasurer and general manager 
of Thordarson Electric Mfg. Co., Chi- 
cago. 

v 


Otis Heads Stewart-Warner 


At a directors’ meeting held on De- 
cember 26, Joseph E. Otis, Jr., was 
elected president of the Stewart-War- 
ner Corp., Chicago. Mr. Otis has been 
executive vice-president since last July 
and has been connected with the affii- 
ated Alemite corporation since 1921. 

He fills the position which has been 
vacant since the resignation last July 
of C. B. Smith. 

T. T. Sullivan was elected secretary 
at the same meeting. This position was 
formerly held by V. R. Bucklin, vice- 
president. 

v 


Graham Leaves Triangle Conduit 

Harold J. Graham has announced his 
resignation as treasurer of the Triangle 
Conduit & Cable Co., Brooklyn, N. Y. 
He expects to annource his future plans 
soon and, in the meanwhile, may be 
reached at 8529 111th St., Richmond 
Hill, Long Island, N. Y. 


v 


Grigsby-Grunow Declared 
Solvent 

Petitions of bankruptcy, filed in the 
United States District Court at Chi- 
cago, against the Grigsby-Grunow Co., 
manufacturers of Majestic radios and 
refrigerators, were dismissed by the 
presiding judge on December 23. 

The adjudication of the court was 


that insolvency was not shown by the 
petitioners and the court accordingly 
dismissed the suit. Majestic will con- 
tinue to operate under equity receiver- 
ship through Le Roi J. Williams and 
Thomas L. Marshall, who were recent- 
ly appointed permanent receivers by the 
court. +’ 


Sales Representatives Appointed 
by Hudson-Ross 


Hudson-Ross, Inc., 529 W. Randolph 
St., Chicago, manufacturers of the 
“Three Little Pigs” juvenile radio sets, 
are themselves handling the sale of 
these sets in the central territory, ac- 
cording to Charles S. Himmel, secre- 
tary of the company. 

Manufacturers’ agents who will han- 
dle the new line in other territories in- 
clude: Marsden & Co., 41 W. 43rd St., 
New York City; I. A. Margolis, 1005 
Public Ledger Bldg., Philadelphia, and 
the American Sales Co., 221 Columbus 
Ave., Boston. 

v 


A. |. Appleton Flies 26,000 Miles 


During 1933, A. I. Appleton, presi- 
dent, Appleton Electric Co., Chicago, 





A. |. Appleton 


Ill., covered more than 26,000 miles 
by air. His flights, most of which were 
made over the United Air Lines, in- 
cluded several trips to Denver and the 
Pacific Coast and innumerable eastern 
trips. 

v 


General Electric Promotes 
Refrigeration Officials 


A. M. Sweeney has been appointed 
sales manager of the electric refrigera- 
tion department of the General Electric 
Co., Nela Park, Cleveland, according 
to an announcement made by P. B. Zim- 
merman, manager of the department. 
Norman B. Ronning has been named to 
succeed Sweeney as manager of the 
production and distribution division of 
the department, while T. B. Allen be- 
comes southern manager with headquar- 
ters at Atlanta. 











January, 1934 


ELECTRICAL WHOLESALING 




















re at a seis 
CASLeTHELR snag 


ind 


— shadows of the Stewart-Warner Refriger- 
ation Distributor’s Salesman and the Stewart- 
Warner Refrigerator itself—cast across your city 
—foreshadow a season of refrigeration profits for 
every dealer signing up for this great line. 


See that big portfolio under the salesman’s arm? 
That is filled with merchandising plans, dealer 
helps and sales suggestions— proved—practical— 
tried and true! 


Notice the outline of that packing case? Of course, 
it isn’t an actual shadow of an actual Stewart- 
Warner Refrigerator, because Stewart-Warner 
isn’t giving out any advance information—yet! 


BUT WAIT UNTIL YOU SEE THIS LINE! 
A Refrigeration Forecast for 1934! 


Stewart-Warner, with its new management, 


directed by Joseph E. Otis, Jr. and Frank A. 


STEWART-WARNER CORPORATION, 


ee 


; <P bide a 
* ep ee 


: pits iat es 











in the Refrigeration 


Hiter, is “going places” 
Field in 1934. 

They have a plan of major interest to major outlets 
—a PROFITABLE Refrigeration Plan — uniform 
and nation-wide—ESPECIALLY designed to meet 
the problems of the big and little retailer alike. 


They have the line—properly priced—considerate 
discounts—optional Service Plan—name acceptance 
—outstanding performance—rugged construction 
—plenty of features—nationally advertised. 


Fully Announced in January! 


Be sure you listen to the Stewart-Warner Plan 
before making your plans for 1934. It’s an inter- 
esting, clean-cut story right down your alley. 


Full announcement in January. Your request on 
your letterhead will guarantee your getting com- 
plete details for your city. 


Dept. 9, 1850 Diversey Parkway, Chicago, Illinois 
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Castagnola Made Vice-President 
of Lionel Corp. 

Salvatore Castagnola, formerly ad- 
vertising manager of the Lionel Corp., 
New York City, has been elected vice- 
president in charge of all sales and 
sales promotional activities of the com- 
pany. Archer A. St. John, formerly 
assistant advertising manager, has been 
appointed advertising manager and 
Arthur Raphael, as field manager, will 
be in charge of all territory sales ac- 
tivity. 

Mr. Castagnola has instituted many 
novel sales promotional programs in- 
cluding the self-supporting Lionel Mag- 
azine, the Lionel Engineers Club for 
boys, with over 5,000 members in New 
York City alone, and the merchandising 
of the company’s catalog at ten cents 


per copy. 
Vv 


Wood Has New Kansas City 


Representative 

Loren Wood, of the Wood and An- 
derson Co., St. Louis manufacturers’ 
agents, on December 6, sent A. P. Ro- 
senstack, Jr., to the Kansas City firing- 
line. This chip off the old block is not 
so well known as his Dad, but has had 
considerable sales experience in that 
area. He will operate from 4437 Gill- 
ham Road, and will cover northern Mis- 
souri, Kansas, Iowa and Nebraska. 


v 


Kirkpatrick ‘with Bright Light 

J. G. Kirkpatrick, Los Angeles, Calif., 
has been appointed to act as representa- 
tive for the Bright Light Reflector Co. 
of Brooklyn, N. Y., manufacturers of 
lighting reflectors. 


v 


Masters to Direct Field Sales 
for Grigsby-Grunow 


Floyd Masters, who for the past 
three years has been a sales executive 


with the Grigsby-Grunow Co., and who 
was recently appointed assistant to the 
general sales manager, will direct field 
sales activities on Majestic products, 
supervising the company’s field repre- 
sentatives who contact Majestic dis- 
tributors and dealers throughout the 
United States. 


Obituaries 


Reuben B. Benjamin 

Reuben Berkeley Benjamin, for over 
a quarter of a century prominent as 
an inventor of many outstanding elec- 
trical and other devices, and one of 
the leading manufacturers of electrical 
and kindred goods, passed away at 
Clearwater, Fla., on Tuesday, Decem- 
ber 26. 


Mr. Benjamin was a prolific inventor 
and during his life was credited with 
over three hundred patents issued to 
him, standing, it is believed, fourth 
among American inventors in the num- 
ber of patents issued to one inventor. 
In the field of electrical illumination, 
electrical control and distribution and 
radio his achievements have had much 
to do with the development of these 
branches of science and industry dur- 
ing the past quarter century. 


Born at Fulton, N. Y., May 20, 1869, 
Mr. Benjamin’s early education was in 
the neighboring country schools. He 
was a graduate in electrical engineer- 
ing of the State College at Ames, Iowa, 
and began the making of electrical sup- 
plies in 1901. He founded the Benja- 
min Electric Mfg. Co. and was presi- 
dent from 1906 until a few years ago, 
when ill health caused him to lessen 
his activities. At his death he was 
vice-president of the company; vice- 
president of Benjamin Electric Mfg. 
Co. of Canada, Ltd., and chairman of 
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At Kurzon's Appliance Show: Joseph Kurzon, Inc., recently held its second 
annual appliance show at the Governor Clinton Hotel, New York City. Here we 
see “Joe” himself, surrouded by some of the manufacturers’ representatives who 
helped to put over the show. From left to right are: F. B. Zenker, electrical con- 
tractor; Sam Bernstein, Joseph Kurzon, Inc.; F. H. Schanno, Fitzgerald Mfg. Co.; 
B. P. Hyde, Jr., Hamilton Beach Mfg. Co.; M. Sear, General Electric Lamp Works; 
Joseph Kurzon; F. A. Nietzman, Eureka Vacuum Cleaner Co.; T. E. Doris, New 
York Edison Co.; H. S. Mirrielees, Manning Bowman & Co.; J. H. Snitzler, 
Chicago Flexible Shaft Co., and E. A. M. Sweeney, Dover Mfg. Co. 


the board of Benjamin Electric, Ltd., 
of London, England. 

Surviving Mr. Benjamin are his 
widow, a son, and five daughters. 


v 
William E. Erskine 


William E. Erskine, eldest son of 
B. G. Erskine, president of Hygrade 
Sylvania Corp., died at Buffalo, N. Y., 
December 23 of a heart attack. He 
was born at Warren, Pa., December 
14, 1905, his parents moving to Em- 
porium, Pa., shortly afterward, where 
his father entered the employ of the 
Novelty Incandescent Lamp Co., which 
later became the Nilco Lamp Works, 
Inc., now a component of Hygrade Syl- 
vania Corp. 

After graduating from the high 
school at Emporium at the age of 17, 
Mr. Erskine entered the Nilco plant at 
St. Marys, Pa. Later he joined the 
organization of the Kenrad Co. at 
Owensboro, Ky. In the Spring of 1930 
he returned to the Sylvania Products 
Co. as assistant to the president. In 
May, 1931, he married Mrs. Mary Kath- 
erine Kennedy, of Louisville, Ky. He 
is survived by his wife and an infant 
son, Bernard Garfield Erskine 2nd. 


v 


James F. Ware 


James F. Ware, western manager of 
Harvey Hubbell, Inc., passed away at 
his home in Glen Ellyn, Ill., on Novem- 
ber 20. His death was caused by pneu- 
monia. 

Mr. Ware’s services with Harvey 
Hubbell, Inc., date back to 1900. He 
was one of the first employees of Mr. 
Hubbell and worked in the capacity of 
tool designer. 

After serving them for a number of 
years he became a newspaper reporter 
in New York City. He spent several 
exciting months in Mexico during the 
attempt to capture General Villa, was 
captured by the Villa forces, obtaining 
some pictures which were unusually 
valuable from a newspaper standpoint. 

In 1914 Mr. Ware returned to the 
Hubbell company and was employed as 
a salesman for the machine screw divi- 
sion traveling in the eastern United 
States and Canada. He served in this 
capacity for several years until trans- 
ferred to the electrical division. He 
then moved to Chicago where he was 
placed in charge of sales in the middle 
west. 

Mr. Ware is survived by his widow 
and daughter, also a brother, in Penn- 
sylvania. + 


H. T. Herr 


H. T. Herr, nationally known engi- 
neer and vice-president of the Westing- 
house Electric & Mfg. Co., died in 
Philadelphia on December 19. 
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The N E W Improved 
BRYANT crvee w 


Sentinel Circuit Breaker 





S ELL your industrial customers 
the new Bryant Type "H" Sentinel 
Circuit Breakers. Advise them to 
include as part of their motor 
driven appliances this motor pro- 
tecting device. Its use will save 
them money. 


Sell and recommend to the fac- 
tory engineers and maintenance 
departments of your industrial ac- 
counts the new Type "H"' Sentinel 
Circuit Breakers. By using them 
in connection with installed ma- 
chines driven by small motors time 
and money will be saved. 





Positive Protection for one 
horsepower and fractional 





horsepower motors 


The new Bryant Type "H" Sentinel 
Circuit Breaker with interchangeable 
heater unit is made both single and 
double pole. 


Write for further information 


The use of Type "H" Breakers 
will reduce your customers’ losses 
caused by burned out motors and 
repeated service calls, and the 
sale of them will increase your 
own profits. 





EW 134 


BRYANT U. my 


Manufactured by THE BRYANT ELECTRIC CO., BRIDGEPORT, CONN. 


MANUFACTURERS OF "SUPERIOR WIRING DEVICES" SINCE 1668 MANUFACTURERS OF HEMCO PRODUCTS 


NEW YORK CHICAGO SAN FRANCISCO 


60 East 42nd Street 844 West Adams Street 149 New Montgomery Street 























42 ELECTRICAL WHOLESALING 





A Section Devoted to 


Manufacturers: 


Descriptions of 


Their Products 








All-Night Lamps 

Illumination comparable to moonlight 
is emitted by these new lamps which are 
of 3-watt consumption and employ a re- 
cently developed tungsten filament so 
fine as to be almost invisible to the naked 
eye; one that is only three ten-thou- 
sandths of an inch in diameter. Made 
with standard prongs that plug into the 
baseboard or other convenience outlet. 
Adding the screw part of a standard at- 
tachment plug permits use in any regu- 
lar socket. Output of these lamps ranges 
from approximately one lumen for the 
smaller size which is equipped with a 
resistor, to 12%4 lumens for the larger 
size which operates on regular line volt- 
age. Inexpensive to use, these lights 
may be used for protection, safety and 
convenience. General Electric Co., Nela 
Park, Cleveland, Ohio. — Electrical 
Wholesaling, January, 1934. 


Low-Priced Hair Dryer 


Number 5 hair dryer delivers either 
hot or cold blasts of air, has compact, 
quiet motor, nichrome wire heating ele- 
ment, grey rayon cord, and is case finished 





in ivory enamel. Weighs scarcely 1% 
Ibs. Easily held in one hand leaving 
other hand free to comb the hair. List 
price, $7.95. Hamilton Beach Mfg. Co., 
Racine, Wis. — Electrical Wholesaling, 
January, 1934. 


"Elasticord'' Combination 


This simple arrangement comprises a 
5%’ length of self-folding “Elasticord”, 
a 12” standard to be clamped to the iron- 
ing board, and a 6’ length of extension 
cord. The “Elasticord”, supported at 
one end by the iron and at the other by 
the stand, has just sufficient tension to 
support its own weight and keep it clear 
of the work, thus allowing free, unre- 


What's New 


stricted movement to any part of the 
board. No springs, steel coils, weights 
or counterbalances are used—nothing to 
get out of order or to short circuit. Both 
cords are 16 gauge and will handle the 
highest wattage irons. The combina- 
tion is fully guaranteed for one year’s 
service. Extension cord is long enough 





to allow placement of ironing board in 
most comfortable working position. At- 
tractively finished in durable green lac- 
quer. List price, $1.50; with switch, 
$1.75. Franklin Steel Works, Joliet, Ill. 
—Electrical Wholesaling, January, 1934. 


Reed Lamp 
Finished in polished copper with a 
pleated beige shade, this graceful small 
lamp is suitable for many places in the 
home—for a corner of the living room 





where a small lamp is needed, for the 
sun parlor, or on a bedside table. List 
price, $1.75. Chase Brass & Copper Co., 
Specialty Sales Dept., 200 Fifth Ave., 
New York City.—Electrical Wholesaling, 
January, 1934. 


Automatic Bandit Protection 

Concealed behind grills, calendars, ra- 
dio cabinets or other means of camou- 
flage, this noiseless, automatic moving 


picture camera photographs a robbery 
or hold-up without the knowledge of 
the bandits and provides for positive 
identification of the criminals. Uses 
standard film and wide angle, high speed 
lens. Automatically compensates for 
change in light intensity. May be in- 
stalled singly or in batteries. This 
Oshkosh Photo-Identification System 
affords inexpensive bandit protection 
for merchants, hotels, brokers, banks, 
etc. Also used by police departments 





to secretly photograph suspects. En- 
dorsed by police authorities and the 
Burglary Protection Dept. of the Un- 
derwriters Laboratories. August H. 
Meyer Co., 51-53 Ceape St. Oshkosh, 


Wis.—Electrical Wholesaling, January, 
1934, 
Quick-Heating Pentode Tube 
This quick - heating, 


Type 43, power pen- 
tode tube operates in 13 
seconds. Besides en- 
abling quicker recep- 
tion, this tube will 
lengthen the life of 
other tubes in the set, 
particularly in the case 
of series-operated a.c.- 
d.c. receivers, accord- 
ing to the manufac- 
turer who claims that 
“a slow-heater draws 
no plate current and 
offers a low filament 





resistance until the 
tube is completely 
heated. Inversely, a 


quick-heater reaches the value of hot or 
high filament resistance in a shorter 
time. A slow-heating, low-resistance 
pentode diverts much of its applied volt- 
age, which is divided among the other 
tubes in series. This results in overload 
and tends to burn out the other tubes 
much quicker than would normally be 
the case.” Arcturus Radio Tube Co., 
Newark, N. J.—Electrical Wholesaling, 
January, 1934. 
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New Alarm Clocks 


“Deb-Alarm”, left, is a small, square- 
faced, easel-type clock for the dressing 
table, living-room or office desk. The 12- 
hour bell alarm rings approximately 20 
minutes unless shut off. Available with 
either chrome or gold-finish case, with 
dial and 
hands to 
match. Mod- 
ern type nu- 
merals are 
etched on a 
brilliant 
black en- 
amel ring, 
with lined 
silver or 
gold - fin- 
ished back- 
ground. 
Clock is 5” 
square and 
3” deep. 
Available 
with 6’ cord. 
“Alarm-Lite”, below, is an illuminated- 
dial alarm clock with non-tarnishing 
dura-metal case, in brushed silver finish 











which blends with all surroundings. Has 
recessed dial and Arabic numerals. Illu- 
minated dial has a switch to control 
the intensity of light to any degree. 
Black moulded base has padded feet to 
protect polished surfaces. Clock is 5” 
high, 4” wide and 3%” deep. List price, 
both “Deb-Alarm” and “Alarm-Lite” 
$9.95. General Electric Co., Merchan- 
dise Dept., Bridgeport, Conn.—Electrical 
Wholesaling, January, 1934. 


Square Ceiling Fixture 
This square unit, 11” long by 6%” deep 
is equipped with special twin socket 
which accommodates lamps of from 25 





to 100 watts per outlet. Frame is die 
cast of the same alloy as is used in auto- 
mobile hardware. Glassware consists of 
9 pieces of flashed opal. Installed alone 
in such spaces as small offices, etc., it 
serves as a conservatively modernistic 
ceiling unit. In combination with other 
“Domino” units it multiplies the number 
of “built on” patterns which may be 


‘at 115 volts. 


evolved and greatly broadens the scope 
of this style of decorative illumination. 
F. W. Wakefield Brass Co., Vermilion, 
cea an Wholesaling, January, 


Radio Insulators 


Novel features and unique design make 
these standoff insulators desirable for 
first class construction of receiving, 
transmitting, and test apparatus where 
a maximum ruggedness and insulation 
must be had with a minimum cost and 
labor. Especially suited for mounting 
on metal panels as they require only one 
hole for mounting to make possible con- 





nections on the bottom of the sub-panel, 
thereby eliminating unsecured wiring. 
Body is of high grade porcelain, thor- 
oughly glazed with smooth finish. Sup- 
plied in several sizes ranging from %%” 
to 1%” high, complete with nickel-plated 
brass hardware. The %” and 1%” sizes 
are supplied with jacks for use on plug- 
in coils, chokes, and all types of high 
voltage apparatus. Birnbach Radio Co., 
Inc., 145 Hudson St., New York City.— 
Electrical Wholesaling, January, 1934. 


Vacuum Cleaner Lamp 


Headlights on domestic vacuum clean- 
ers to facilitate the search for dirt un- 
derneath beds, tables, etc., require a spe- 
cial lamp such as this 15-watt Mazda 
design. A special filament construction 
is necessary to counteract the vibration 
emanating from the motor of the vacuum 
cleaner. In this lamp the filament con- 





struction is similar to that used in loco- 
motive headlight lamps. Special wire is 
used to withstand the severe vibration. 
Constructed with a double-contact bay- 
onet base and a tubular T-7 bulb, this 
lamp is designed for a life of 1500 hours 
List price, 35c. Westing- 
house Lamp Co., Bloomfield, N. J.— 
Electrical Wholesaling, January, 1934. 


Five-Tube Superheterodynes 


Model 210 is an improved 5-tube su- 
perheterodyne Moderne console. Cab- 
inet is of oriental wood and heart wal- 
nut veneer, hand rubbed. Has police 
call reception, illuminated volume con- 
trol to conform to design of station in- 
dicator and a full-sized 10” electro dy- 
namic speaker. Weight 54 Ibs. Di- 
mensions: 38” high, 21” wide, 117s” deep. 





Radiotron complement: one —§8, one 
—2A7, one —57, one —2A5, one —80. 
List price, $52.50. Illustrated below is No. 
115, a 5-tube superheterodyne Moderne 
table model. Top and ends of solid 
mahogany, front panel of mahogany 
veenered, with a large central walnut fin- 
ished overlay and contrasting aspen over- 
lay at sides. Has police band switch for 





additional tuning up to 2800 kilocycles; 
5” electro dynamic speaker; continu- 
ously variable tone control; vernier 
tuning, ratio 6 to 1; illuminated dial; kilo- 
cycle calibration. Weight 82 lbs. Di- 
mensions: 1354” long, 8” wide, 9” deep. 
Radiotron complement same as _ for 
model 210. List price, $35.95. RCA Vic- 
tor Co., Inc., 411 Fifth Ave., New York 
City.—Electrical Wholesaling, January, 
1934. 


1,000 Watt Heater 


A heater that “really gives heat.” It 
has a 1000 watt coil of heavy high grade 
Nichrome wire and is scientifically de- 
signed. Circulation of heat is achieved 
by air currents coming in through the 





side grooves and being expelled through 
the front refractory plate. Also, because 
of its size and shape, the efficiency of 
this heater is greatly increased. Can be 
supplied in either 110 volt or 220 volt. 
Eagle Electric Mfg. Co., Inc., 59-79 Hall 
St., Brooklyn, N. Y.—Electrical Whole- 
saling, January, 1934. 
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Indoor Time Switch 


Intended for indoor 
service, the Type 
T-15 has no cover 
gasket, is finished in 
black lacquer, and is 
with or without a 
window in the case; 
in other respects it is 
identical in time and 
switching mechanism 
design with this man- 
ufacturer’s Type T-13. 
This 30-ampere 
switch is available 
in 12 forms—with or 
without a device for 
skipping operation on 
certain days, for 
either. 115 or 230 
volts, and for single- 
pole, single or dou- 
ble throw, or double-pole, single throw. 
Features include Telechron motor, as 
used in electric clocks, for timing the de- 
vice; also the employment of mercury- 
to-mercury “Kon-nec-tor” switches. 
Two adjustable riders (“on” and “off”) 
give two operations every 24 hours; ad- 
ditional riders may be installed to give 
more operations daily. Overall case 
measurements are 1016” high, 534” wide 
and 44%” deep. Switch weighs 6% lbs. 
General Electric Co., Schenectady, N. 
Y.—Electrical Wholesaling, January, 1934. 





1934 Line of Washers 


— 


New colors and 
new beauty charac- 
terize the 1934 Bar- 
ton and Viking 
washers — together 
with low prices for 
additional features. 
Five Viking models 
and five Barton 
models will be avail- 
able with retail 
prices ranging from 
$29.50 to $94.50. 
Barton Corp., West 
Bend, Wis.—Elec- 
trical IVholesaling, 
January, 1934. 





Chromium Flashlights 


The metal parts of this chromium- 
plated DeLuxe flashlight are made of 
heavy-gauge brass on which the durable 
chromium finish is applied. Spotlight 
can be operated with one hand and 
swivel loop hanger enables user to at- 
tach it to the belt or hang it in a closet 
or tool chest. This DeLuxe flashlight 
is packed in dealer units consisting of 
6 flashlights and 48 No. 10-M Bright 
Star metal top flashlight cells. List price, 
$1.25. Bright Star Battery Co., Ho- 
boken, N. J.—Electrical Wholesaling, 
January, 1934. 


Humidifier 


This “S-N” humidifier is of the cab- 
inet type, genuine wood construction 
with walnut finish. Cabinet is approx- 
imately 28” high, 24%” long, 15” deep. 
Simple design matches any room ar- 





5008 






rangement. Humidifier will evaporate 6 
gal. water per day and has an evaporat- 
ing surface of 40 sq. ft. On a current 
consumption of only 50 watts, it will de- 
liver 16,500 cu. ft. of washed and cooled 
air per hour. Motor is 110 volt, 60 cycle 
with rubber belt drive. Two oil caps on 
motor are the only lubrication required. 
Drain plug in reservoir simplifies drain- 
ing and cleaning. Scott-Newcomb, Inc., 
1925 Pine St., St. Louis, Mo.—Electrical 
Wholesaling, January, 1934. 


Two-Pole Motor 


For use on a.c. only, this type “PM” 
motor has center drive construction. It 





is of the single phase, shaded-coil induc- 
tion type and is adaptable for many var- 
ied applications, such as display signs, 
toys, small tools, novelties, etc., where 
little power and starting torque are re- 
quired. Available in stock types it will 
stand a 1000 volt ground test. Has oil- 
less bearings, 1/1000 h.p., with full load 
speed 2300 R.P.M., net weight 4% Ibs. 
Available with and without gear reduc- 
tion, ratios 27.67-1 and 48-1. Easily 
mounted. Signal Electric Mfg. Co., Me- 
nominee, Mich.—Electrical Wholesaling, 
January, 1934. 


Assembled Outlets 


A new line of combination wall plates, 
toggle switches and receptacles, offers 





the advantage of a simple assembled 
unit as against the customary practice 
of the assembling of separate units. Four 
combinations are now available: No. 
105 double outlet and wall plate: No. 
106 toggle switch, receptacle and wall 
plate; No. 107 pilot licht, toggle switch 
and wall plate; No. 108 pilot light, re- 
ceptacle and wall plate. Each of the four 
is made of bakelite in a choice of col- 
ors, with a neatly designed wall plate. 
Bakelite headed attachment screws to 
match plates are furnished with each 
unit. Marks Products Co., Inc., 84-90 
N. Ninth St., Brooklyn, N. Y.—Electri- 
cal Wholesaling, January, 1934. 


Large Conduit Fittings 


Designed to facilitate the installation 
of heavy wires in large conduits or long 
runs or to make splices on large size 
wires, these pull or junction boxes are 
formed of very heavy sheet metal with 
all seams electrically welded. Conduit 
hubs are of case metal and brazed into 








position so that these fittings are weath- 
erproof when the covers are attached 
with a gasket. Can be supplied in lengths 
up to 42” and in conduit sizes up to 4”. 
Interior dimensions are such as to afford 
the maximum amount of splicing space 
and the construction eliminates sharp 
corners. Standard finish is of heavy cad- 
mium plate which offers long resistance 
to rust. Killark Electric Mfg. Co., 3940 
Easton Ave., St. Louis, Mo.—Electrical 
Wholesaling, January, 1934. 





Three-Light Demonstrator 
Consisting rays 
of a semi- . 
mo dernistic 
hanger and 
a close-up 
ceiling unit, 
chromium 
plated by 
choice, with 
the 3-intens- 
ity switch- 
ing feature 
inherent in 
the canopy, 
this equip- 
ment. has 
only two 
wires avail- 
able for con- 
nection to 
the lead-ins, 
thus avoiding confusion in mounting. 
The manufacturer has also redesigned 
his demonstration outfit and is offering 
this sales aid in connection with the 3- 
light equipment. This demonstration 
can be taken from the salesman’s car 
at the curb and the lighted unit placed 
on display on the prospect’s ceiling in 
less than 10 minutes. Demonstrator lists 
at $15.00, carrying case extra. : 
Wakefield Brass Co., Vermilion, Ohio.— 
Electrical Wholesaling, January, 1934. 
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Cabinet Dryer 


By means of this dryer the entire con- 
tents of an 8 lb. washer can be dried at 
one time and be ready for ironing in less 


than an hour. Dryer is complete unit, 
providing clothes rods to hold garments, 
heat to dry them, and fan-forced circu- 
lation to insure thorough drying in 
shortest possible time. Moisture is re- 
moved with warm fresh air, not baking- 
hot heat. Cabinet exterior is finished in 
white lacquer, interior walls of heavy 
gauge “Cop-R-Loy” rust-resisting gal- 
vanized metal. Full length doors facili- 
tate hanging or removing clothes. Mo- 
tor, blower and heating elements are 
contained in a separate space at cabinet 
base. Outside surfaces remain unheated 
due to insulation. Right wall is 2” thick 
and is used as means of exhaust. Dryer 
will evaporate between 6% and 7 Ibs. of 
water an hour. Temperature in cabinet 
never exceeds 175°. Storage capacity is 
60 linear ft., or 8 sheets. General Elec- 
tric Co., Merchandise Dept., Bridgeport, 
Conn.—Electrical Wholesaling, January, 
1934. 


"Vibratuned" Lamp 


Using flexibility rather than rigidity 
to defeat vibration breakage is the prin- 
ciple incorporated in a new lamp espe- 
cially designed for installation where 
high frequency vibration makes other 
types of lamps impractical. The lamp, 
which comes in the 100-watt size and 





which the manufacturer recommends be 
used only where there is a high frequency 
vibration factor to be met, embodies a 
mounting which vibrates in tune with the 
vibration of machinery and other causes. 
This mounting consists of a_ flexible 
spring wire employed in supporting the 
arbor carrying 6 filament supports and 
a special ring type filament selected for 
its ability to withstand vibration. Two 
tie-wires hold the lead wires to the glass 
arbor so that the whole mounting vi- 
brates as a unit. Hygrade Sylvania 
Corp., Emporium, Pa.—Electrical Whole- 
saling, January, 1934. 


Automatic Fire Alarm 

Incorporating the two best known 
principles of automatic fire alarm, the 
“Vitalarm” Signal contains a “rate of 
rise’ thermostat that detects a fire with 
amazing speed—automatically sounding 
a loud alarm within two or three min- 
utes following a rise of 15° to 20° F.a 
minute from the prevailing room tem- 
perature. Should the temperature rise 





more slowly than that from a very un- 
usual type of fire, another device known 
as a “fixed” thermostat will sound an 
alarm at 150°. Both fire detector units 
and an alarm howler are combined in 
the one attractive appliance which oper- 
ates on 110-120 volts, 60 cycle a.c. at a 
cost of not more than three cents a 
month. It plugs into a light socket. Pow- 
erful extension alarm bells or sirens can 
be connected to the “Vitalarm” Signal 
and placed at remote points inside or 
outside buildings. List price, $10. Game- 
well Co., Newton, Mass. — Electrical 
Wholesaling, January, 1934. 


"Mayfair" Radio 

The Mayfair, Model 608, has a mod- 
ern cabinet hand-rubbed to a true piano 
finish. Top, front and sides are mahog- 
any with an ebonized center panel and 
hardwood inlays directly below knobs. A 
glistening, highly polished metal grille 
ornament of unusual design further en- 
hances the beauty of the cabinet. Chassis 
is a 6-tube refined duo-valve superhetero- 
dyne, employing two duo-valve self- 
shielded tubes, thus giving 8-tube per- 
formance. Has delayed automatic vol- 
ume control, pilot light, self-contained 
aerial, and superdynamic speaker. Kilo- 
cycle range is from 540 to 1730, and set 
receives police calls within that range. 
Dimensions: 72” high, 11%” wide, 634” 
deep. Grigsby-Grunow Co., Inc., 5801 
Dickens Ave., Chicago. — Electrical 
Wholesaling, January, 1934. 








"Aerolator™ 

Operating in conjunction with the ex- 
isting heating plant the “Aerolator” puri- 
fies, humidifies and circulates up to 8400 
cu. ft. of air per hour. It provides bet- 
ter health, improved personal efficiency, 
more comfort, more cleanliness, actual 
preservation of property and positive 
savings. Cabinet is constructed of heavy 
furniture steel, finished in dark grained 
walnut. Complete with units, it weighs 
55 lbs. and can be readily and inexpen- 
sively installed most anywhere. Amply 
powered with variable speeds of from 
900 to 1500 rpm. Maximum current con- 
sumption 40 watts. Acoustical mate- 
rial is used at both inlet and outlet to in- 
sure quiet operation. Norge Corp., 670 
E. Woodbridge St., Detroit, Mich— 
Electrical Wholesaling, January, 1934. 


Portable Battery Charger 


Having no switches or adjustments, 
this 5-ampere Tungar battery charger is 
designed for use in home garages. A 
special connector provided with the 
charger is permanently connected be- 
tween the battery and a receptacle which 
can be installed on the car easily in a 
few minutes. Thereafter it is not 
necessary to remove floor-boards or 





leads of 


covers; the two the charger 
are plugged into the receptacle and 
lamp socket. Charger can be hung on 
the wall of garage or stood on the floor. 
A newly developed mercury Tungar bulb 
is used. It charges at 5 full amperes, 
but tapers off when the battery is fully 
charged, thus eliminating danger of an 
overcharge. List price, $12.95, com- 
plete with connections. General Elec- 
tric Co., Merchandise Dept., Bridgeport, 
Conn.—Electrical Wholesaling, January, 
1934. 
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WirREMOLD 


“MONEY MAKERS” 





No. 5719 
CORNER 
BOX 





Each Wiremold Fitting is useful in 
many ways—solves many problems— 
thus insuring the contractor’s profits 
and multiplying his selling chances 
—and your chances to sell him! The 
Wiremold Company, Hartford, Conn. 






































STERLING FITTINGS 








Only the name is new. 


You have probably been 
buying Sterling Fittings 
under some other brand. 


Now we are marketing 





them under our own name. 


Look for the Sterling mark on Fittings of our make 


Sterling is the name and Sterling is the quality 


Advertised monthly to your contractor customers 


THE STERLING MFG. CO. 


STRATFORD, CONN. 


Makers of “Sterling” Quality Fittings 
APPROVED BY UNDERWRITERS’ LABORATORIES 











LR 


WE DO OUR PART 








Coordinated Campaigns 
Planned for New 3-Light Lamps 


The new 3-light Mazda lamp, used 
as the basis of coordinated commercial 
lighting activities, should give the 
lighting industry its biggest boom since 
the introduction of the tungsten fila- 
ment lamp, according to the E.E.I. 
Lighting News. 

While it should be utilized preferably 
ii new fixtures especially designed for 
it, the 3-light lamp can be installed in 
old fixtures at small expense for chang- 
ing sockets and wiring. This means 
work for the wiring contractor and the 
sale of sockets, switches and wire. 

But most important, from the stand- 
point of a continuous E. E. I. Light- 
ing Program, it particularly lends it- 
self to coordinated campaigning. Util- 
ity, contractors, fixturemen and whole- 
salers are all “in the picture.” Plans 
are already being laid for a number of 
coordinated commercial lighting activi- 
ties to be started immediately after the 
holidays in which the 3-light Mazda 
lamp will be the feature. 

The foundation of most of these ac- 
tivities will be the lighting demonstrator 
which permits the salesman to suspend 
a complete unit from the prospect’s 
ceiling and show exactly the effect of 
the triple intensity illumination. Gen- 
eral Electric, Westinghouse, Holo- 
phane and Wakefield (probably others) 
have developed these demonstrators and 
have given them extensive field tests 
which conclusively proved both the at- 
tention value and sales value of this 
“seeing is believing” method of show- 
ing lighting equipment. 





Bae 


Presenting the Giant and the Midget: 
We are not referring to the two good- 
looking fellows. In the center is the giant 
mixer, the curious attraction, while to 
the right is the little midget, something 
to be admired by a Miss. The human 
mixers are Rube Goldberg on the left, 
salesman for the Beller Electric Supply 
Co. of Newark, N. J., and J. J. Barry, 
representative of the Chicago Flexible 
Shaft Co. Both fellows were on the job 
at the Beller exhibit of electrical appli- 
ances held in conjunction with the recent 
electrical exposition in Newark. 
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Double the Score in’34 
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Now let's double the sales score in 1934. It can be done 
and it will be done if you are conscientious about selling real 
honest quality. 


Colt-Noark Safety and Meter Service Switches are the very 
best that any wholesaling house can sell. They are reliable, 
trustworthy performers in the line of duty and are built for 
long hard usage. 


If you do not know “all about'' Colt-Noark Switches, drop 
us a note. We shall show you how, on at least Meter and 
Service Switches, you can "Double the Score in '34." 


COLT’S PATENT FIRE ARMS MEG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION HARTFORD, CONN. 


Boston Chicago New York Philadelphia 
Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 


ST 


E.W. 1-34 
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We are 


Wholesaler... 





IR. There are no IF’s, BUT’s or 
MAYBE’s behind this state- 
ment. We concentrate 
upon producing the finest 

general line of electrical accessories 
a jobber could handle ... and we 
back up splendid merchandise with 
a fine WHOLESALER POLICY. Our 
trade mark is CIRCLE F. We use no 
other trade mark. Take this com- 
plete line (which may be duplicated 
in appearance but not in intrinsic 
value) ... and do a thorough job 
with it in 1934... with the convic- 
tion that you are not only getting 
the most desirable wiring devices, 
but the most sincere and helpful 
cooperation as well. 


us. 


WE DO OUR PART 


CIRCLE F MFG. CO. 


TRENTON, NEW JERSEY 


“Creators and Developers of High Type Electrical Accessories” 


New York Sales Office, 30 Church Street 
Telephone COrtland 7-4242 
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Better Appliance Dealers Needed 
By H. T. BAITINGER 


President, Baitinger Electric Co. 
New York City 


A vast potential market has been re- 
leased to the electrical wholesaler in 
those territories where the utilities have 
withdrawn from actual merchandising, 
and this market can only be reached 
through the dealer. While department 
stores and some dealers of other types 
have been quick to sense their new op- 
portunities, the majority of appliance 
retailers have yet to make the most of 
the possibilities for greatly increased 
sales. 

Department stores, especially, have 
already come to a realization of the 
inefficiency of their sales people when 


it comes to selling electrical appliances. | 


Consequently, they are now placing in 
charge of these departments persons 
who possess a broad knowledge of elec- 
trical home equipment. Furthermore, 
at its annual convention in New York 
City this month, the National Retail 
Dry Goods Association is devoting one 
session exclusively to the merchandis- 
ing of electrical appliances. 

The department stores are also ar- 
ranging schools of instruction for the 
employees of these departments. “They 
are teaching them the uses and func- 
tions of each electrical appliance, so 
that they may be capable of giving con- 
vincing and intelligent demonstrations 
and sales talks. Many dealers, who 
have remained indifferent to their new 
appliance opportunities, could profit- 
ably adopt these new methods of the 
department stores. 

It is of vital concern to the whole- 
saler that his appliance dealers study 
the sales possibilities of their territories, 
and that they become thoroughly ac- 
quainted with the various types -and 
makes of appliances on the market. The 
dealer’s sales people must be capable 
of intelligently answering questions 
concerning the quality of an appliance, 
its uses, wattage consumption, type and 
size of motor and other essential facts. 

The wholesaler must view the entire 
appliance situation from a new angle. 
In the past his sales organization has 
been prone to be too retail-minded. 
Under the new conditions his salesmen 
must do more selling through the dealer 
if he would obtain a satisfactory in- 
crease in his distribution. His sales- 
men must be fully equipped with data 
on all appliances so that they may be- 
come sales instructors for their dealers. 
They should also have some knowledge 
and ability in window trimming and be 
able to approach a possible prospect for 
an appliance. When properly trained 
along these lines, the wholesaler’s sales- 
man becomes a leader for the dealer in 
sales development. 
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Visitors Always Welcome: The attrac- 
tive reception room at the new Parr 
Electric Co., Brooklyn, N. Y., headquar- 
ters is an ideal setting for a picture of 
these two good looking gentlemen, C. R. 
Corcoran, sales manager of Russell & 
Stoll Co., and McKew Parr. 





New Publications 
DistR1BUTION Topay—By O. Fred 
Rost. 335 pp. $3.00. The McGraw- 
Hill Book Co., 330 W. 42nd St., New 
York City, 1933. A comprehensive re- 
view of present day distribution. Dis- 
cusses the functions performed by and 
the probable future growth of whole- 
salers, independent retailers, department 
and chain stores, mail order houses, 
truck distributors, canvassers and manu- 
facturers’ agents. Important policies of 
distribution are analyzed, including con- 


signment selling, selective distribution, | 


direct selling, industrial selling, cost of 
distribution and pricing policies, 

Tue Evectric Home—By E. S. Lin- 
coln. 454 pp. 283 ill. $2.00 (discounts 
in quantities). Electric Home Publish- 
ing Co., 230 Park Ave., New York 
City, 1933. A book-journey through 
the author’s own electrical home which 


illustrates and shows the need for each | 





| 





electrical appliance and describes how | 
the user can get the most out of them. | 
Subjects covered including wiring, water | 


heating, laundering, cleaning, air con- 
ditioning, keeping well electrically, the 


home workshop, cooking, food prepar- | 


ing, dishwashing, toys, etc. Designed 
as a sales tool which, placed in the 
hands of the home owner, should create 


an appreciation of what electricity | 


offers and a desire for better wiring and 
lighting and for more appliances. 
VERTICAL Stupy oF RapIio OwNeER- 
sH1P, 1930-1933—52 pp. 10 ill. 25 
charts. 4 tables. Columbia Broadcast- 
ing Co., 485 Madison Ave., New York 
City, 1933. An analysis, by economic 
levels, of radio homes in the United 
States based on a complete cross-tabula- 
tion of nearly 14 million family records 
by the Bureau of the Census. Prepared 
to give radio advertisers data on the 
proportion of homes in each income 
level reached through broadcasting, this 


study offers manufacturers, distributors | 
and retailers of radio merchandise new | 


information on the radio set market. 
















SOFT... 


for easy working 



















UNDERWRITERS 
LABORATORIES 











UNDERWRITERS 
LABORATORIES 






UNDERWRITERS 
LABORATORIES 
INSPECTED 







LOUGH... 


to stand abuse 


The weld and expansion test shown above was made with 
4-inch samples of Fretz-Moon and ordinary conduit, by in- 
serting the end of the conduit over a case hardened tapered 
drift pin and forcing the conduit down over the pin to the 
point of rupture. Unretouched photographs of the tested 
samples are shown above, with the Fretz-Moon sample at 
the top. e Compare the samples and also these figures: the 
Fretz-Moon sample expanded 74.3% more than the ordinary 
conduit sample, demonstrating its softness and ductility— 
the Fretz-Moon sample required 94.7% more force (al- 
most twice as much) to rupture the weld, demonstrating its 
strength at this point. Rockwell hardness tests show that 
Fretz-Moon Conduit is 51% softer than ordinary steel con- 
duit. e Translate the results of these tests into what they 
mean in electrical construction—greater softness that means 
easy bending, cutting and threading—reduced installation 
time and cose—ubeniindd and strength to withstand the 
abuse which conduit must expect during and after installa- 
tion. @ Many other interesting tests and facts about this 
better rigid conduit are contained in the Fretz-Moon “‘Easy- 
Bending” booklet. Write for a copy. 


STEEL AND TUBES, INC. 
CLEVELAND + OHIO 


EXCLUSIVE SALES AGENTS 


FRETZ-MOON 
@ Rigid 


conduit 
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No. 110 Latrobe 
Watertight Box 


Showing how the ta- 






on 


FLOOR BOKEZ 


Point out to your contractor friends 
that today, more than ever before, the 
time et save while performing wiring 


pered unit receptacle jobs is ¢ 
fits tageret Sas ~ fit 
top of box body. 15 to rotitTs. 
20 minutes installation P onts 


time saved on each The Latrobe line of floor boxes and 


box. 





eir chief source of increased 


Wiring specialties are designed and 
made to effectively reduce the time 
required for their installation. 

Use this point about the Latrobe line 


to make new frierids and increase your 
sales. 


No. 300 "Latrobe" U LMAN 
Midget Floor Receptacle F L 


and Box 


The only non-watertight MF( CO 
floor Receptacle and Box e > 


the market approved 


Laboratories for iantattalion = wala tele. LATROBE PA. 





Manufacturers of Quality Floor Boxes and Wiring Specialties 











THIN 


WINSZ 


MODEL 





—w here Service and 
Adaptability Count 





=) 
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The Levolier Thin model Switch No. 41 is an 
achievement in small switches, Theabove actual 
size picture shows it is less than 5 of an inch 
in thickness. . . In spite of its smallness, it 
retains all of the ractical characteristics of the 
famous Levolier line. It is the smallest 6 amp. 
switch made. 

At the left are shown six] ical uses for this practical Levo- 
lier, which may be in three different stem lengths. 


You’ll make no mistake in ordering 
these Levolier Thin Model Switches 


| PECGILL| 


MANUFACTURING CO. 


Electrical Ron ra ler alex: an Quality 
‘ABLISHED 1 
VALPARAI sO - INDIANA 
Box No. 636 








Men Available 
Established Manufacturers’ Agents: 


Desire additional lines of merit. Fifteen 
years’ experience in the Metropolitan 
New York territory, calling on the elec- 
trical and hardware wholesalers. Ware- 
house facilities. Box 12, Electrical 
Wholesaling, 520 N. Michigan Ave., 
Chicago. 


Manufacturers’ Representative: Sales- 
man of long experience with wholesal- 
ers and manufacturers in the St. Louis 
area wants electrical lines on an agency 
basis, or a full time connection. Has 
successful record and wide acquaintance 
with the trade. Now handling one line. 
Address Box 13, Electrical Wholesaling, 
520 N. Michigan Ave., Chicago. 


v 


Positions Available 


Sales Representatives Wanted: By man- 
ufacturer of recognized line of switch 
plates, calling on the electrical and 
hardware wholesalers. Commission. All 
territories open. State experience and 
lines you are now carrying. Address 
Box 11, Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago. 


Manufacturers’ Agent: Wanted to sell 
carbon lamps in New York City Metro- 
politan territory. Desire firm contacting 
electrical trade, preferably one who is 
now selling incandescent lamps. Ware- 
house space desirable, but not necessary. 
Address Box 14, Electrical Wholesaling, 
520 N. Michigan Ave., Chicago. 


Salesman or Manufacturers’ Agent: 
Nationally known dry battery and flash- 
light case manufacturer interested in 
separate representation in the following 
territories: State of Michigan; State of 
Wisconsin; States of Nebraska and 
Iowa. Definite knowledge of distribu- 
tors and territory absolutely necessary. 
Experience in our type merchandise or 
allied lines favored. Give complete de- 
tails. Address Box 15, Electrical Whole- 
saling, 520 N. Michigan Ave., Chicago. 








Surveys New Orleans Market: F. B. 
Stern, sales manager of the Interstate 
Electric Co., New Orleans, has divided 
that city into solid territories for the 
salesmen. This plan, he says, enables his 
men to make 50 per cent more calls. 
Each place of business has been visited 
by the man in the territory as a means 
of determining the local market. 
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The New “NUMBER 200” LINE 
of inexpensive Private "Phones is 
designed and priced to meet the new 
times. It offers truly remarkable 
value. WRITE TODAY for your 
copy of BULLETIN No. 95A which 
gives full data. A private phone 
system is now within the reach of 
every office, factory and home. 





HOME OFFICE SHOP Aaa 


ECONOMICAL 


“Pairfone” Display Carton 





S. H. COUCH COMPANY Inc. 
SALES OFFICE 


89 Broad St. - BOSTON, MASS. 
Mfrs. of Rog Insulated Staples 














PUSH-CLIP 
KEEP WIRES OFFTHE FLOOR 


ustrite Packaged, DUSH-(LIP 
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Sales Volume Continue Upward 


You can sell this counter display board to 
your electrical, radio, hardware and other 
dealers who sell lamp cord. Used in every 
room in every home! Sells for 10c—and how 
it sells! “Automatic salesman” 4-color coun- 
ter card (shown above) tells the tale—makes 
the sale. Ask your Sales Manager to have 
these Justrite Counter Cards in stock! 


JUSTRITE MANUFACTURING CO. 
2045 Southport Ave., Chicago, Iil. 
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Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 
Asbestos Covered Resistance 
Wires 


The Holyoke Company, Inc. YY 


720 Main Street Holyoke, Mass. © 2= 














“Fellow 


Sales Representatives 


I am honored to have so many of you 
gathered around me today and I salute 
you as the finest group of salesmen ever 
assembled. 


You know my company sells all of its 
product through you men. You are not 
only our distributors but our salesmen. 
Wedepend entirely on you tosell Hubbard 
Hardware and Peirce Specialties as well 
as to distribute them. Yes, we do have 
Sales Engineers acting as contact men 
between you and our three factories, but, 
after all, the SELLING JOB is up to you. 


Our policy is a 100 & distributor policy, 
in that respect perhaps a little bit different 
from any other electrical manufacturer. 
Time and experience have confirmed the 
wisdom of the Hubbard Policy. You men, 
representing our distributors, and because 
of our exclusive distributor selling policy, 
have taken your obligations seriously and 
if you continue the same fine spirit of 
cooperation and put forth the same fine 
effort in salesmanship, Hubbard Hard- 
ware and Peirce Specialties will not only 
increase in popularity and find new friends 
among the consumers, but you boys will 
prove the point on which our policy is 
predicated—tthat a distributor represent- 
ative is first, last and all the time a 
salesman and not a mere order taker. 


I will see you again next month with 
another message. May the year 1934 
see the fulfillment of your fondest hopes 
and ambitions. 


The meeting stands adjourned. 


Offical Representative of 


HUBBARD AND COMPANY 


Pittsburgh —Oakland, Calif.—Chicago 
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Type “-." 
Heavy Duty, Industrial 
Safety Switches 


Types <” and S” 
Enclosed Industrial and 
Entrance Switches 


Type "RB" 
Heavy Duty Industrial Switches 
with “Vystipe” Fuse Clamps 


CONTRACTORS 
INDUSTRIAL PLANTS 
ARCHITECTS 


Type "TM-2" 
Thermostatic Heater Units 
Max. H.P. 2 at 550 V.A.C. 





Meter Service Switches 


Including Combinations 
for use with Ranges 


Magnetic Switches 


In pressed steel and cast iron 
enclosures—7%4 to 25 H.P. 


Get Behind the Trumbull Line 
and Build for Profit in '34 


"TT" Tumbler Switches 


Thermostatic overload protection 
Max. H.P. %-220 V.A.C.-6 Amp. 


Combination Magnetic and 
Disconnect Switches 


in one enclosure—pressed 
steel or cast iron 


Unit Panelboards 


Circuits as required—Circuit- 
breaker, Knife or Tumbler 
Switch Control 


Conver-Ti-Fuse 
Interchangeable unit Panelboard 
for Power and Lighting Circuits 

Open Knife Switches 
"Bus-Wa" 


"'Flex-a-Power" 


Start the New Year by driving home the "Circle T" selling 
wedge on every call. ''Get-A-Line'’ on the Trumbull Line, the 
line on which you can build greater profits for yourself in 1934 


THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 


PLAINVILLE, 


@ GENERAL ELECTRIC @ ORGANIZATION 
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double the score un 34 with 
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PLYMOUTH RUBBER CO. Ine 


-__ CANTON, MASS. U.S.A___ re 











It is clear today more so than 
ever before that selling is on 
the basis of better quality and 
better service. 


Those distributors who have 
recommended Plymouth qual- 
ity during '33 have made fast 
friends and have built splen- 
did repeat business. 


There are still greater op- 
portunities ahead. Plymouth 
is the quality leader in its 
field. Through your con- 
tinued cooperation in tell- 
ing the Plymouth story to 
your contractor friends you 
can double the sales score 


in '34. 


You can depend upon our 
further cooperation in help- 
ing you tell the Plymouth 
story to your trade. 





Speaking 
Electrically 


Lag plates are attached 
to the center of the link. So 
that these lag plates do not 
increase the carrying capac- 
ity of the link too much, 
an extra reduced section is 
provided in the center of 
the link. As a result the lag 
plates serve only to conduct 
away and temporarily store 
some of the heat generated 
im the weak spots, so that it 
takes a longer time to get 
the weak spots heated suf- 
ficiently to blow. 


Thus a time-lag far supe- 


rior to any other fuse is ob- 
tained. 


How To Get the Order From the Buyer 
Who “Thinks” All Fuses Are the Same 


200 Amp. 250 
Volt Buss Super- 
Lag Fuse com- 
pared toold type 
Fuses. 


eepgit him between the eyes” with some 
strong “reason why” sales points.—That’s 
the way to wake up the buyer who says “he 
can’t see much difference in fuses”. It_ stands 
to reason that there must be a lot of difference 
between various makes of fuses—just as there 
is a difference between makes of most any other 
article. 


Show the buyer that only BUSS Fuses have 
a super-long time-lag. That only BUSS Fuses 
are so built that they help keep the plant operat- 
ing as we.l as protect the equipment. 


Point to the lag-plates in the BUSS SUPER- 
LAG Fuse. Tell your buyer what they mean 
to him in keeping machines running, motors 
whirling, lights glowing and workers busy. In 
addition, show how the BUSS Fuse gives the 
safest protection against dangerous overloads 
or short-circuits. When it comes to low cost, 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 
A Division of the McGraw Electric Company 


carefree electrical protection, there is no other 
fuse that can compare to the BUSS SUPER- 
LAG Fuse. 


Why should any one who knows the truth 
penalize his plant by using inferior fuses that 
cost more to use, even though the cost may be 
a few cents less to buy. 


Get these facts over and you will make a 
friend who will continue to buy BUSS fuses 
from you—from now on. 


Call On the Buss Representative 
For Help 


The BUSS representative in your territory 
can show you easy ways to get the BUSS story 
over quickly. Talk to him. It may mean a 
lot of new business for you and more profit 
for your house. 


FUSE 











